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a ” Announces threeNEW LINES:: 


@ @ @ In addition to the regular, high-grade Disston Hand Saws, Circular Saws and Cross-Cut 
Saws—Disston now announces the development of three new lines. These lines, each item 
bearing the name Disston, are offered to enable the Hardware Merchant to meet popular priced 
competition and still have a business-like margin left for himself. These lines are as follows: 
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Hand Saws Circular Saws € Cross-Cut Saws 
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Designed to serve the home owner and others who Circular saws designed for the man who has a smali No finer values were ever offered in popular priced 
desire a good utility saw, but are only willing to pay bench machine. Made in Cross-Cut, Rip or Combination | cross-cut saws. The complete Keystone Line of Crose- 


from $.75 to $2.00. Every saw a character product for types. Just the saw for the handy man. Cut Saws consists of: 
the price: Stee Retelts for Wide Saws Narrow Saws 


cross-cut, 
6-inch rip or $4.00 each Champion Tooth Champion Tooth 


Seisiee Retails f 
reed combination Plain Tooth Plain Tooth 


K-1 26" 


se PRO me 7 -inch ie 


95 Perforated Lance Tooth Perforated Lance Tooth 
1: each Diamond Tooth Diamond Tooth 
Great American Tooth Great American Tooth 


cross-cut, 
K-4 26" cross-cut, 
K-5 ps : 8 -inch rip or 1.40 each One-Man Saws 
K-6 96" combination Plain Tooth Perforated Lance Tooth 
J cross-cut, 
10-.» os le a 1.80 nik Champion Tooth Great American Tooth 


Each saw etched with an attractive’design. combination Supplied in standard lengths. 























Put in these fast-selling items now and take advantage of the 
opportunities offered while they can be secured at low prices. 


Write your jobber! See’ your jobbers’ salesman! 












Make sure of your 1933 profit 


with this popular leader! 


ON’T take chances — don’t stock 
your store with dust-collectors, 
shelf-warmers, Fly Sprays that sell at 
high prices— move slowly. Insure your 
profits for 1933 ...stock FLYded—offer, 
recommend and guarantee it to every 


one entering your store asking for a 
Fly Spray. FLYded, the best Fly Spray 
in the world, is now selling at the lowest 
possible price. Never in the history of 
your business have your customers de- 
manded meritorious items at such a low 


fyi 





if 


’ 





rte 











yublished every the r Pe sday by Iron Age Publishing Cc Publication amen 
Ne w York, N. ¥ Entered econd class matter May 22, 19 13, at th . een Offic 
natter to Philadelphia P: Post Office. (Printed in U. S. A 00 per ve 


A SMALLER INVEST- 
MENT THAT EARNS 


A BIGGER PROFIT 
FOR YOU | 


: Ded 


Ww 
at New York raga Bene Act of March 3, 1 


price as they can afford to pay today 
and FLYded meets this very demand 
in every respect. Millions of cans have 
been sold—millions more will be— 
dealers everywhere are collecting legiti- 
mate profits on every can. Why don’t 
you? Over 15 million cans used in 
American homes have proven its quality. 
Write today—now—for free samples 
and prices—that’s your first step toward 
bigger business and greater profits! 
Midway Chemical Co., Chicago, Illinois. 









INSECT SPRAY 


HARDWARE A G E 


6th and Chestnut Sts., Phi a oe Z a. Executive offices: 239 W 
879 soiieatling MOHAIE Geeeaeee ce 
15¢ each Vol. 131, No. 10 
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THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS 


Remington, ™ 


WEEKLY LETTER 
Prices Reduced 


SPLENDID OPPORTUNITY FOR SELLING 
REMINGTON FIREARMS 
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HEN prices of many commodities and manufactured products are going up, 
Remington announces important REDUCTIONS IN JOBBERS’, WHOLE- 
SALE, AND RETAIL PRICES ON SHOTGUNS AND RIFLES. 

You'll be better off from now on if you turn your cash into salable, quality merchandise. 
Here’s a fine opportunity to do so at prices that will insure a big increase in firearm 
sales. PLAY UP THE NEW PRICES. Most shooters prefer REMINGTONS at any price. 
The remarkable values you can now offer will turn this preference into insistent demand. 


Some Outstanding Reductions of 1933 








1932 1933 

Retail Price Retail Price 
The “Sportsman” Standard Grade . ; ‘ ; ; $53.40 $43.40 
Model 11A, Autoloading Shotgun, Standard Grade ‘ ‘ 53.40 43.40 
Model 8A, Big Game Autoloading Rifle, Standard Grade ; 64.00 54.00 
Model 14A, Big Game Repeating Rifle, Standard Grade - 48.75 39.50 
Model 25A, .25-20 or .32 cal. Repeating Rifle, Standard Grade 32.95 25.00 
Model 24A, .22 cal. Autoloading Rifle, Standard Grade : 28.00 19.75 
Model 12A, .22 cal. Repeating Rifle, Standard Grade_. : 21.50 16.50 























Ask your jobber for the new LOW WHOLESALE PRICES on these and other 
REMINGTON firearms. Don’t miss this chance to speed up your firearms sales. 


A Loa 2 24, 


President 


REMINGTON ARMS COMPANY, INC., BRIDGEPORT, CONNECTICUT 


Originators of Kleanbore Ammunition 


MANUFACTURERS OF ARMS, AMMUNITION AND CUTLERY 


© 1933 R. A. Co. 


The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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The Boston Line of Garden Hose 
~~ A Standard Line for Every Need 















t imitated nozzle on the 
ae Never equalled in quality. sell for 10c a package, tape of the 
Each nozzie packed in a separa showing you a splendid advertised. 
carton. 12 cartons in full color profit. wo gross (24 . 


lithographed display package. The 
fastest selling nozzle in the world. 


BOSTON WOVEN 


Makers 


2 






Good Luck Hose Washers 


cartons) in display con- 


of Quality Rut 


Wisin, 


tainer as shown. 


HOSE & R 


ber Goods for Fifty Ye 


) 






Known everywhere by name and 
recognized as the standard friction 


2, 
rolls; in full color cartons all packed 
handsome full color display 


UBBER CO. 


country. Nationally 


In 1, 4 and 8 ounce 


containers. 
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ONE UNVARYING QUALITY 


ASSURES STEADY SALE 
AND PROFIT....... 


HERE is a line of Wire Products that you can profitably mer- 

chandise to your trade. Every item in this list is made to one 
exacting high standard. Backed by aggressive advertising that is 
national in scope and both local and national in influence, 
American Quality Wire Products are widely known and readily 
accepted as value leaders that bring repeat orders. 


American Steel & Wire Company dealers enjoy the advan- 
tages of a complete line of Wire Products. Thus one source of 
buying reduces your investment—and higher quality assures 
steady and consistent profit. 


e 
If you are not at present handling Zinc Insulated Fencing, or 


our Steel Fence Posts or other items—then write for complete 
information. A real profit opportunity awaits you. 


\ 
QUALITY 
ee; ‘om’ 


ZINC INSULATED FENCES 
STEEL POSTS 


BARBED WIRE 


= 
i 


NAILS, TACKS, STAPLES 
POULTRY NETTING 
WIRE CLOTHES LINES 
POULTRY FENCE 


STEEL GATES 


PERFECTION DOOR ano GATE SPRINGS 


WIRE OF ALL KINDS... 


AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY OF UNITED tS STATES STEEL CORPORATION 


208 South La Salle Street, Chicago 


And All Principal Cities 


Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 
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Lady shoppen KNOW @ 


The mark i of Quality 























yer REGRET IT. 
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Perfection range No. R-559 with built-in oven and five 
High-Power burners—one of eighteen High-Power 
Perfection models. Finished in porcelain and baked en- 
amels and lacquer in ivory, pastel green and satin black. 
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o BUY A PERFECTION 
eye? sow BECAUSE Now 


my DEGOVE KE 1 MOST NEED 
\o gue> 





THEY ARE BUYING HIGH-POWER PERFECTION 


Prices are the lowest in years 


ODAY’S housewives are demanding lasting values . . . Perfection quality and 

High-Power fuel saving. They know that a stove built to sell on price alone is a 
poor investment because it costs more to operate, it cannot give satisfaction, it must 
be replaced again and again. On the other hand, a Perfection quality product is built 
for kitchen convenience and to give satisfaction for years and years of cooking. It has 
a fine trade-in value, the final guarantee of good buying. 


High-Power profits for dealers who work the 1933 sales plan 


Have you an adequate stock of High-Power Perfections? These stoves are nationally 
advertised throughout the best buying season. Our complete effective sales program 


for 1933 supplies the plan for successful retail selling. 


Sell Perfection quality and keep the goodwill of your trade. A burner-type for 
every market: High-Power burners . . . long-chimney burners . . . short- 
drum burners. Modern colors, designs based on kitchen convenience 
with broom-high space beneath. Wide range of prices ... from the 
cheapest that meet Perfection standards to the finest quality leaders. 


Perfection stoves and ranges are sold only through retail dealers. 


PERFECTION STOVE COMPANY 
7689-B Platt Avenue " ° . Cleveland, Ohio 


High-Power Perfection No. 503, 
with cabinet. Sell with separate 
Perfection “Live Heat’’ ovens. 
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‘Oh! What a 





lovely kitchen. 
Was it expensive? 


ERE — 
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HLUHENCE Uilfanges-Gas Ranges 


HARDWARE AGE 









These are all major 
items needed in mil- 
lions of kitchens — 
and featured in the 


Well one thing sree 
led to another, 
| but its worth it. 


advertisements. 
How many of 
these items do 
you carry? How 
_ many would you 
J liketoselltoeach 








KITCHEN! 


All over the country—in big homes 
and little homes—women are thinking, 
planning, acting . . . “Let’s fix up the 
Kitchen!” 

All overthe country Florence Dealers 
—big and little—are ringing their cash 
registers with kitchen sales: oil ranges, 
gas ranges, refrigerators, cabinets, uten- 
sils... 

Because the Florence plan is based 
on a big, new idea — because Florence 
advertising covers 14 million homes— 
because Florence leads are real leads, 
store-wide prospects — because Flor- 
ence window trim helps the dealer sell 
his full line — because... 

But write, wire, telephone, if .you 
haven’t received the news, and let us 
give you the full plan. It’s loaded with 
money-making opportunity for you if 
you act now. Florence Stove Company, 
Gardner, Massachusetts. 


P. S. Have you seen the new Florence 
Ranges? The complete Wickless Oil 
Range with fully insulated oven, and 
the new “3000” Gas Range that com- 
bines all the good qualities of the con- 
sole and table top model in one new 
and modern design. Let us send you full 
particulars: here is a line you can sell! 


customer? Just 
tor the fun of it, 
check them off. 


CZ Florence Oil Range 

0 Florence Oil Stove 

0 Florence Gas 
Range 

CO Refrigerator 

C Kitchen Cabinet 

C Breakfast Set 

0 Broom Closet 


C Ironing Board 
Closet 


C0 Washing Machine 
CJ Ironing Machine 
0 Iron 

0 Shelves 

0) Work Table 


0 Work Table.on 
Wheels 


CD Stool 

CZ Floor Covering 
0 Lights 

OC Electrical Toaster 


C) Electrical Beaters, 
etc. 


C Kitchen Ware 

0 Utensils 

0 Clock 

C Scales 

0 Paint & Lacquer 

C Paint Brushes 

CJ Toweling 

C Curtains & 
Fixtures 

O Brooms, Mops, etc. 





1 major 
lin mil- 


| in the 
Adver- 
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nillion 
ments. 
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? How 
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to each 
? Just 
of it, 
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‘‘We intend to push Pyrex Oven- 
ware during the next few months. 
Our sales have doubled since the 
price reductions and we are out 
for still more,’’ write the Summit 
Electric & Hardware Co., Inc., of 
Buffalo, New York. 

You can’t blame this progressive 
hardware store! When an old reli- 
able steady seller gets a price reduc- 
tion that doubles sales, common busi- 
ness sense says, ‘‘Push it for all it’s 
worth.” 

Hardware stores all over the country 
are doing just that. They are making 
Pyrex Ovenware their big feature of the 


year ... circularizing their custor-ers... 
advertising Pyrex Ovenware in the local 
newspaper . . . displaying it prominently 
in their windows and on their counters. 

It’s paying them real profits, too. Scores 
of comments like the one above testify to 
that! 


A Staple that Sells the 
Year-Round 


Housewives have always prized the 
Pyrex Ovenware they’ve had in their 
kitchens. A few had complete stocks... 
but most of them felt they couldn’t afford 
as many pieces as they really wanted and 
needed. 


Now, no housewife need deny herself 





BUSINESS DOUBLED 


out for still mores 





the luxury of having a large stock of 
Pyrex Ovenware. Why should she when 
Pyrex Ovenware costs no more now than 
other high-quality ware? 


"Even the housewife’s closely figured 
budget of today can include Pyrex Oven- 
ware at its new low prices—for its prices in 
October, 1932, were reduced as muchas 4! 


From a semi-luxury, Pyrex has become 
a real staple .. . a steady, year-round 
seller for you. 


Featured in your store... aggressively 
merchandised to your customers... Pyrex 
Ovenware will bring you, as it has brought 
so many other dealers, more sales than 
ever before. 


PYREX OVENWARE 


“‘Pyrex’’ is the registered trade-mark of Corning Glass Works and indicates their brand of resistant glass. 


CORNING GLASS WORKS ¢ CORNING, NEW YORK 


MAY 25, 1933 
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ECAUSE we believe that the buying power of 
America is on the road to recovery, we have 
come out with the new “Irwin” Bluwin, the finest bit 
that was ever offered the public. And 
behind this bit we have put the most 
powerful advertising and merchandising 
plan that we knew how to develop. 


We've aimed this campaign at a market 
that has the money and inclination to 
buy bits today—the home craftsman, 
of whom there are hundreds of thou- 


sands in these United States. 
This tag attached to 


We are telling a unique story to him each “Irwin” Bluwin 
; Bit entitles the pur- 


through the pages of “Popular Science chaser to ome set of 
Monthly” and “Popular Mechanics.” ~—— 
We are offering him a real incentive to buy one of 
the new “Irwin” Bluwins—a free set of working 
drawings of a Bob Becker bird house—an arbor 


and trellis—a row boat, etc. 

To meet a new buying era, we have produced a new 
product—and we are opening up a profitable market 
for our dealers. 


Write us direct for complete information regarding 
the new “Irwin” Bluwin. 


THE IRWIN AUGER BIT COMPANY 
Wilmington, Ohio 


WwoOoD BORING TOOLS 


CUTS TRUE—CLEAR THRU 


HARDWARE AGE 











A New Sprinkler 
With New Features — 
Retails Rapidly at $1.00 


The New Automatic Sprinkler appeals to every hose 
user who wants a practical, yet inexpensive sprinkler 
for lawns, shrubbery, plants, trees or gardens. Holds 
hose nozzle securely. The 


Automatic Sprinkler 
Directs Spray Exactly Where Wanted 


User simply swings lever to desired angle and spray is 
directed exactly where wanted. Base stands firm— 
sprinkler cannot tip over. 

The Automatic Sprinkler is made of malleable iron 
castings—cannot break or get out of order. Will last 
a lifetime. It stands about 1 ft. high and weighs 2% 
a Good profit. Order now for Spring and Summer 
trade. 








Ask your Jobber to supply you. 





Experienced salesmen now calling on the trade 
will find the Automatic Sprinkler a _ profitable 
item. Several desirable territories still open. 











Automatie Rubber Co.. 
Columbia, S.C 





(Patents Pending) 
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No. 1110 Socket No. 110 Socket 
Firmer Gouge Firmer Chisel 
Made with Outside or 
Inside bevel. Plain 
hickory handle or 
leather tipped. 12 sizes: 
%” to 2”. Blades 6”. 
2 doz. in box. Also in Blade and socket one-piece 
: sets 8 to 12 of high grade tool steel. 
gouges. Plain or bevel edge. Plain 


hickory or leather tipped 
handle. 12 sizes: 
2”. Blades 6%”. 


in box. 


1” te 
% doz. 


—— 








Cater To The Boy Trade 
As Well As To Mechanics 


Modern boys are usually handy with toole— 
many are being trained for careers as car- 
penters and mechanics. 


Win their confidence and hold their trade 
from boyhood to manhood. When they ask 
for chisels advise them to invest in the good 
kind—not the cheap “Tool kit” variety. 


UNION Hardware Chisels are made to 
WORK with—not TOY, with. Good steel, 
strong handles, honest construction. UNION 
Screw Drivers, Hack Saw Frames, Mitre 
Boxes, Mallets, etc., are equally dependable. 
All are moderately priced popular sellers. 


Ask Your Send for 
Jobber to Latest 
Supply You Tool Catalog 





Reg. U.S. Pat. Off. Established 1854 


HARDWARE COMPANY 


TORRINCTON, CONN. 
New York Office 151 Chambers St. 
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Smooth, Frictionless Action! 


HESE three words sum up the 

desired qualities for Trolley Garage 
Sets. All other points are subordinated, 
because herein lie the virtues for efh- 
cient door manipulation—opening and 
closing with effortless ease and with a 
total absence of friction and consequent 
wear. These sterling qualities are 
features of the popular 


Natienal 


TROLLEY GARAGE SETS 


The material used in their sturdy con- 
Nos, 819 ane Si6 Three Door Weoley GorogeSe* struction gives the added assurance of 
their long life, enhanced by beautiful 
finishes which protect them from rust. 





\ 





Nos. 812 and 813 Trolley Garage Door Sets 





The fine Trolley Garage Sets here 
illustrated portray the wide variety of 
styles and sizes, designed to accommo- 


“i date every requirement. 
Nos. 817A and 817B Two-Door Trolley Garage Sets 











National Progressive National dealers 
makes hardware to enjoy a steady demand for this 
serve every building 9 
purpose—a complete hardware. Are you among them? . 


line. The it be- ‘ : : 
fear ane alk Big aillonn Write for full information. 


Sliding Door Hangers 
Sliding Door Rail 


—— NATIONAL 
ceritewene | MANUFACTURING CO. 
Mortise Butts STERLING, ILLINOIS 


Ornamental Hinges 
Cupboard Turns 
Sash Locks 
Sash Lifts 


National hardware is sold direct to the retail dealer—a 
policy that promotes quality, service and 
direct selling cooperation 











No. 855 Swivel Trolley Hanger 
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A DOUBLE DUTY 






]F putting in a stock of merchandise and selling it as low as his competitors 

was all a man had to do to be a successful hardware merchant, every- 
thing would be fairly simple. The ability to compete on a dollar for dollar 
basis is not the only major problem of hardware retailing, since the modern 
complete line jobber should be able to supply his dealers with merchandise 
with which they can meet practically all such competition. 




















Of course many a hardware man has preferred to take these special values 
his jobber has to offer and sell them at regular prices, rather than feature 
them at competitive prices as the jobber intended. This practice has done 
much to discredit the hardware dealer with the consumer. 


We admit that it is a temptation to go after a long profit and on some items 
it is, of course, necessary, but to do so with competitive merchandise is 
fatal. 


No, you retailers’ big problem is not simply buying the right goods (al- 
though that is vitally important), but in convincing your public that they 
can trade with you as advantageously as they can anywhere else. Other things 
being equal, they would probably PREFER to buy from you than from the 
chain, the mail order house, or the department store BUT THEY DON’T 
WANT TO HAVE TO PAY A PREMIUM FOR THE PRIVILEGE! 


Get that message across then. Use your windows for your “point of pur- 
chase” advertising and whatever other means are most economical to reach 
the public in your trading area. 


If you depend on The Geo. Worthington Co. for your supplies you can pass 
on to the shoulders of your Worthington salesman many of your business 
problems. You will find him ready to sell you goods that will permit you 
to compete both on quality and price, and likewise able to supply you effec- 
tive and economical means of telling about them to your trade. 


THE GEO. WORTHINGTON CO. 


CLEVELAND, OHIO 


1829 1933 
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HE SAND HOG must be a 

glutton for punishment. 
Witness the case of one who 
was tunneling under the Hud- 
son River. There was an explo- 
sion — up he shot through the 
bed of the river to the surface 
of the river — where he was 
rescued alive! 


Current Nicholson Advertising 
uses this dramatic episode to 
point out to file users 


CrOL So 


as well as that of the Sand Hog. 
In magazines like Collier’s and 
Time, in newspapers, in Tech- 
nical Papers and Industrial 
Papers, in Lumber Papers and 
Farm Papers, millions of pro- 
spective file buyers are told of 
the staying power of Nicholson 
Files—and reminded that their 
quality means real fileeconomy. 


Your jobber carries Nicholson 
Files. Nicholson File 


that taking punishment Sse? 4 Company, Providence, 


is part of the file’s work 


U.S.A. 


Rhode Island, U. S. A. 


(TRADE MARK) 


A Fite FOR 


14 
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PURPOSE 


NICHOLSON 
FILES 
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products can be 
bought from one 
reliable saw man- 


1 


bt 


wn 


Co Onn 


10. 
. Butcher and Kitchen 


STUDY THIS 
LIST and learn 





ufacturer 


Hand, Rip and Panel 
Saws. 


. Compass, Keyhole and 


Nests of Saws. 


. Back, Mitre and 


Dovetail Saws. 


. Pattern Makers’, Stair 


Builders’ Saws. 


. Coping Saws, station- 


ary and adjustable. 


. Flooring Saws. 

. Plasterers’ Saws. 

. Plumbers’ Saws. 

. Pruning Saws, all 


kinds. 
Pruning Shears. 


Saws. 


. Wcod Saws,  com- 


plete, Single or 
Double Brace, with 
Blades. 


. Hacksaw Blades, 


hand and power. 


. Non-breakable Hack- 


saw Blades. 


. Hacksaw Frames, ad- 


justable and solid. 


16. Files, all kinds. 


. Crosscut Saws, one- 


man, two-man and 
hollow back, also in 
Flectric Alloy and 
Sheffield qualities. 


. Crosscut Saw Han- 


dies and Saw Tools. 


. Circular Saws _ for 


electric hand and 
portahle bench ma- 
chines. 


. Narrow Band Saws for 


wood or metal. 


. Plastering and Cement 


Finishing Trowels and 
Floats. 


. Floor, Cabinet 


Bench, Wall and 
Butcher Bloc 
Scrapers. 


- Corn and Cane 


Knives. 


24. Grass Hooks and 


Ditch Bank Blades. 


. Saw Sets, lever and 


hammer styles. 


. Acrolite and Ferro- 


lite Grinding Wheels. 


7. Machine Knives, all 


kinds. 





Sell Quality 
Every Time 


HE opportunity to sell high 

quality saws, and at more dol- 
lars profit, is greater today than 
in many years. Selling cheap 
saws may give you the same 
percentage of profit, but not as 
many dollars. 


ATKINS SILVER STEEL 
SAWS, at the new popular prices, 
will bring you more profit, and 
at less cost. Sales will result from 
the spring and summer building 
and repair work, if you will let 
people know you have Atkins 
Saws. Our displays and other 
sales producing helps will be of 
great assistance. 


Why not be one of the many 
dealers who will make sales of 
Atkins SILVER STEEL Saws 
at more dealer profit? 


Select your saw needs from 
the column at the left and 
order from your jobber. If 
he cannot supply you, write 
to us, and we will see that 
you are taken care of 
promptly. 





~~ E.C. ATKINS and Company 


“THE SILVER STEEL SAW PEOPLE” 


HOME OFFICE AND FACTORY 


MAY 25, 


ESTABLISHED 1857 


Makers of highest grade and leading types of all kinds 
of Saws, Saw Tools, Handles, Plastering Trowels 
Scrapers and Specialties 


1933 


- : - - INDIANAPOLIS, INDIANA 











UST because nobody ever had built a water supply 
J system as good as the Marvelette, for as little 
money as $52.50 to the user, was no reason why 
Deming couldn’t—so Deming did! 

You’ve already “OK’d” the price —it opens the way to 
alot of Marvelette sales right quick. Now, study qual- 
ity items, and you'll approve them all, the same way. 


Silent Operation. Rubber cushions between 
all metal-to-metal contact. You see it run, but scarcely 
hear it. 


Repulsion-Induction Motor. Costs much 
more than split-phase, but worth it. Ask your power 
company. 


Air Volume Control. “ 
Capacity —250 gallons per hour. 12 gallon tanks. OR 


Automatic Oil Lubrication. CU 
Brass Relief Valve. 64 
Stainless Steel Piston Rod. CR 


The Marvelette has opened a new pump market. Write for 
full information —also Price Sheet 106 quoting attractive 
prices on the complete Deming kine of hand and windmill 
pumps and cylinders; centrifugal pumps, deep well turbines, 
cellar drainers, etc. 


ry ’ 
4 
4 


Salem, Ohio 


Established 1880 
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1933 


The year of opportunity and 
profit to the Self Starter! 


Are you one of those on the move to increase your business by 
going after it? 

Our direct mail addressing and mailing service helps you do so 
by mail. 


We have available to your use 35,716 names and addresses of hard- 
ware retailers on stencils—selective as follows: 


12,578 MAJOR HARDWARE RETAILERS whose sales exceed $30,000 
annually and who account for more than 80%, of all hardware 
retail sales. 


7,150 HARDWARE RETAILERS whose sales are between $20,000 and 
$30,000 annually. 


15,988 HARDWARE RETAILERS whose sales are less than $20,000 


annually. 


Since June 1931 we have made 9351 changes in names and addresses! 
Have you done likewise to your list? 


If not, why not obtain the benefits of our intensive and aggressive list 
maintenance work and assure maximum success and prestige for your 
direct mail work for 1933 among hardware retailers? 


Remember 1933 Belongs to the Self Starter and Go-Getter. 
Our prices for addressing and mailing operations are moderate. 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th St., New York 


‘ 

: a 
} 7 
* Gentlemen: : 
' 

: Kindly advise me your charge for addressing a mailing as checked. : 
r 

. (1) ENVELOPES C) 35,716 Hardware Retailers (Complete List). : 
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HINGEWARE HAND TOOLS 
Gw) 
SW 
NEW BRITAIN, CONN. 
. MYERS O-K HAY UNLOADER, 

Thirty days from now and through the 
weeks that follow, harvest operations will 
be on in full swing. Hay will start to flow 
from fields to barns ard stacks. 

nang, It’s time to order MYERS HAY AND 


loaders. Iron Sheaves. 
Myers n+ seo Leaf Fork and Sling Myers Patent Double Steel Track. 


Brackets and Fixtures. 


Myers Double Harpoo 
Lever, Nellis and pion J Bo — fae Bieches, — Grap- SHLAND, OF Ono. 
Myers Single and Double Lock a Taree 
at Rope “a Chain Slings. : Myers Hay Rack Clamps. . po gman umanese. T pie A HEYA 


>| Semmewenesnonesesenceccecne 
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GRAIN UNLOADING TOOLS. As usual 
there will be a demand for them—Un- 
loaders, Forks, Slings, Pulleys, Tracks and 
Fixtures—thoroughly tested standardized 
units to meet all conditions and unloading 


nel requirements. 

Here are some of the items for which you will have calls before ch ° 

and during harvest— Anticipate — your orders for finished 
Myers Sure Lock Sling Unloaders. Myers Plain and Knot Passing, goods or repairs will receive prompt at- 
Myers O. K. Fork and Sling Un- rose. y= gh A . tention. 


Unloaders. Myers Hanging Hooks, Rafter Tm FE. MYERS & B BRO.¢9. 
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“Take my advice and choose 
this fine Yale Padlock — it 
will give you REAL security.” 


























HARDWARE MERCHANTS 


YOUR SALES OF FINE QUALITY 


YALE PADLOCKS 


ARE GOING TO INCREASE! 





WATCH FOR OUR JUNE ANNOUNCEMENT 


@ tis unnecessary to cite here the many advantages of 
pushing the sale of better grade padlocks. By featuring 
fine quality Yale Padlocks you render your customers 
greater service... you provide the utmost in security, make 


more friends, and increase your profits. 


@ Knowing that the best padlocks are the most econom- 
ical ones to buy—and the most desirable to sell—we are 
constantly on the alert for ways to help you increase your 


business in the finer grades. 


@ We have a new idea—one that will please you—one 
that will mean a great deal to every alert hardware dealer. 
We are going to announce it .in this publication in June. 
Be on the lookout for it. It is going to bring customers 


into you store. 
Y e 


“The name YALE helps the sale” 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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Study Your SELLING ADVANTAGES 
Like You Study YOUR STOCK 





THE selling advantages behind any product 
deserve as careful study as the product itself. 
And selling :deas are among the most impor- 
tant selling advantages that can be supplied 
by any manufacturer. Which leads us to point 
4 in the check list of selling advantages behind 
General Electric MAZDA lamps. 


4. Ideas that help you sell 


Last Fall the General Electric Company sponsored a 
lamp sales contest. Prizes were offered for the best use 
of General Electric’s “Ideas that help you sell.” 

How these ideas worked is dramatically told by the re- 
sults to those who use them. 

B. Wankel & Son, New York, N. Y. write, “During the 
depression in business, sales have dropped off on many items 
we sell, but in comparing 1931 and 1932 records for No- 
vember and December, we show a 32% increase in lamps, 
due to the campaign you suggested in your Mazpa lamp 
contest; namely to feature lamps strongly in window dis- 
plays and conversation. 

Another agent attracted 1000 customers to his store in 
3 days. A third made a 580% 
putting lamps without sleeves in a basket near the cash 
register boosted his sales. It gave him a chance to tell the 
quality story. He discovered that moving his lamp dis- 
play to the front of the store brought traffic into his store. 


increase; he found that 


These are but a few of many examples that could be 
quoted to prove that good ideas do pay. 

General Electric searches every branch of retailing for 
sound, practical selling ideas. These are analyzed and 
tested. The best ones are sifted out and passed on to dur 
agents to help them sell more—and bring more traffic 
into their stores. 

Add these lamp-selling ideas, as they have been tested 
and recommended by many of our better agents, to the 
basic routine of window display, interior display, mention 
of lamps by salespeople and going outside the store for 
business—the total is inevitably more lamp business for 
all alert agents. 


LOOK FOR THIS MARK 








PRESTIGE: You link your store with the j 
best known trade-mark in the electrical Y 
j 


industry. 

ADVERTISING: The advertising of | 
MAZDA lamps made by General Electric, 
has always led in volume, in continuity, 


and in effectiveness. 


DISPLAY SERVICE: General Electric 
spends more money than any other lamp 
a gp onl to develop, pre-test and make 
G-E displays the most iene in the 
whole merchandising field 


IDEAS THAT HELP YOU SELL 


oo ALITY: General Electric research, plus 

MAZDA Service, means that General Elec- 
tric MAZDA lamps are always first with 
new improvements. 480 inspections, processes, 
and tests in manufacture insure quality. 


CONSIGNMENT. PLAN: Stabilizes prices 
and assures satisfactory profits. No ob- 
solescence to charge o No investment 
in stock no price cuts. 


ORGANIZED CAMPAIGNS AND CON- 

TESTS: General Electric systematically and 

regularly initiates campaigns and contests 
. and pre-tests them in advance. 
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Thus General Electric not only offers a product of un- 
excelled quality, backed by the most powerful adver- 
tising ever put behind incandescent lamps, but sup- 
plements your selling skill with pre-tested, proven “Ideas 
that help you sell.”” Another good reason why it pays 
to sell General Electric MAZDA lamps. General Electric 
Company, Nela Park, Cleveland, Ohio. 


GENERAL @ELECTRIC 


MAZDA 


EAMPS 
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Meetin s Today’s Competition 
by “Economie Packing” 


N April 13th, we published 
QO “A New Light in the Sky for 

Hardware Distribution” writ- 
ten by E. B. Gallaher. This article 
outlined current competitive prob- 
lems and suggested means available 
for meeting the situation. Without 
mentioning names, this author said 
two wholesalers were placing retail- 
ers “in competition.” This article 
and our accompanying explanatory 
editorial “A Challenge to Hardware 
Distribution” provoked wide-spread 
reader interest. Many requests were 
received for the names of the two 
wholesalers Mr. Gallaher had in 
mind. As our readers now know, 
they are Marshall Wells Co., Duluth, 
Minn., and Hibbard, Spencer, Bart- 
lett & Co., Chicago, III. 

Our last issue presented operating 
details of the Marshall Wells plan. 
In this issue are given particulars of 
the Hibbard program. Both stories 
are based on first hand investigations 
by the Editor of HarpwarE AGE who 
interviewed wholesale executives and 
participating retailers. 

Although both firms are obviously 
seeking the same objective i.e. to put 
retailers in competition for current 
consumer business, the operating de- 
tails of their plans are by no means 
identical. Each is independently 
working out its own program and 
both show progress. Because of com- 
ments which have come to us, we 
wish to make it clear that there is no 
connection between the two plans nor 
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(AN EXPLANATION) 


their sponsors, in either an informal 
or formal basis. 

We find the major part of both 
activities in harmony with the prin- 
ciples of the HARDWARE AGE 
PLATFORM and consider our edi- 
torial efforts in this connection a 
constructive contribution toward 
more efficient hardware distribution. 

Hibbard’s program for putting re- 
tailers in position to meet competition 
is based on reducing distribution 
costs for the manufacturer, whole- 
saler and retailer. It seeks whole- 
saler-retailer operations similar to 
the methods successfully employed 
by chain store headquarters and their 
individual stores. Much of the plan 
is specifically built around economic 
packing of competitive merchandise 
in units which effect economies for 
producer and distributor. Particular 
attention is called to the details of 
this phase of Hibbard’s plan as given 
in the article on the pages imme- 
diately following. 

Price is only a part of the com- 
plete plan. It includes advertising, 
store arrangement, displays, visible 
price cards, adequate lighting and 
other vital modern merchandising 
methods. The dealer is required to 
pay promptly and to concentrate his 
purchases. He must adhere rigidly 
to the unit quantities specified on the 
competitive goods. He must also 
use the advertising so his public will 
know the scope of his merchandise 
selection and the values offered. 

Despite the fact that retailers have 
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long complained about price disad- 
vantages, it is necessary for Hibbard’s 
to mark indelibly the retail prices on 
competitive goods. When this is not 
done, too many of these items are not 
sold at the competitive market price 
even though the dealer is in position 
to do so. The Walker Co., Toronto, 
Canada faced the same problem when 
it was operating a wholesaler-retailer 
plan for meeting competition. (See 
H. A. Jan. 9, 1930). Other whole- 
salers report the same difficulty. Such 
a condition is not only inconsistent 
but likewise somewhat discouraging. 

Meeting competition must not be 
confused with creating additional 
price-cutting. One is defensive, the 
other offensive. Nor must it be as- 
sumed that today’s competition is 
solely a price issue. This is not so. 
Hardware merchants also face com- 
petition in store and window light- 
ing, advertising salesmanship, service, 
selection of merchandise and store 
arrangement. Given the price parity 
without the other factors would be 
less than no help at all. That is why 
a complete program is vital in meet- 
ing the present competitive situation. 
Nor is it fair or accurate to consider, 
the wholesaler-retailer efforts under 
discussion an organized movement to 
tear down quality standards in favor 
of shoddy goods, at cheap John 
prices. Such is not our understand- 
ing of the activity. 

Details of the Hibbard program 
are presented on the pages immedi- 
ately following. 
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Informal Plan Based on “Economic Package’, Units. Whole- 
saler’s Dealer Service Bureau Provides Advertising and Re- 
lated Merchandising Aids. Dealer Must Concentrate Purchases 
and Observe the Unit Quantities Principles When Ordering 
Goods On Which Price Competition Must Be Met. 


By CHARLES J. HEALE 
Editor, Hardware Age 


~ PT IBBARD, SPENCER, BART- 
LETT & CO., Chicago, IIL, 
has provided the necessary 
machinery for placing retail hard- 
ware merchants in competition for 
today’s consumer business. This firm 
helps hardware dealers meet prices 
and has a consistent advertising pro- 
gram to attract customers to their 
stores. Hibbard’s plan also recog- 
nizes the equal importance of oper- 
ating an efficient store, arranged to 
encourage store traffic and is_pre- 
pared to help retailers obtain ade- 
quate lighting, control stocks and se- 
lect salable merchandise. Although 
the average dealer is inclined to think 
of price as the only factor handicap- 
ping his progress, this wholesaler, 
after ten years’ intensive study, is 
convinced that the other factors men- 
tioned are inseparable parts of any 
program which aims to maintain the 
hardware merchant in the current 
competitive picture. 

Hibbard’s competitive price plan 
for dealers arbitrarily imposes quan- 
tity requirements. To compete with 
chain and mail order stores the in- 
dependent merchant must have the 
same operating basis. This involves 
quantity, prompt payment of bills, 
putting the merchandise on display 
with price cards offering similar val- 
ues and by concentration of his pur- 
chases. Likewise, in placing orders 
with manufacturers this wholesaler 
recognizes the quantity factor, par- 
ticularly unit packages and suff- 
ciently large individual bulk ship- 
ments to reduce handling costs for 
both manufacturer and wholesaler. 
In other words, each order must be 
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profitable to the manufacturer and to 
the wholesaler when he resells. If 
the combined wholesaler-retailer unit 
is to compete with the chain and mail 
order stores, they must meet the same 
-onditions and live up to the same re- 
spective obligations as the chain 
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Sheets taken from a _ recent special 
order form used by Hibbard’s, covering 
merchandise shown on advertising ma- 
terial. This firm’s plan for helping 
retailers meet price competition is 
based on the “economic package” 
angle. Quantities shown in these sheets 
are not excessive for active dealers to 
sell and are economic to handle by 
both manufacturer and _ wholesaler, 
thereby effecting lower distribution 
costs which permit dealers to meet 
prices. Any dealer may take some or 
all of these items but to buy them at 
the “price,” the quantities indicated 
must be ordered as units. This is fully 
explained in the story. 
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Cc. J. WHIPPLE 


headquarters and individual or unit 
chain stores. To render such service 


Chicago, Hibbard, Spencer, 





















Tiettollowing;merchendic@appears on the Country C levvige only. * 
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R. H. ROBERTS 


Bartlett & Co. established the Dealer 
Service Bureau, of which Rankin H. 
Roberts is manager. 

All relations are entircly informal, 
without a collective affiliation or des- 
ignation, such as might be shown on 
decalcomanias, etc. There are a few 
retail stores which identify them- 
selves with signs reading “A Hibbard 
Store,” but this is a volutary action 
on the part of the indivdual dealer. 

Any well-rated dealer who is dis- 
posed to work with the cempany in 
the matter of doing a merchandising 
job as well as in concentrating pur- 
chases may enjoy all or any part of 
the complete Hibbard program. This 
company prides itself on doing for 
any dealer exactly what it will do 
for any other retailer under the same 
conditions. No contract is required. 
The arrangement depends largely 
upon the fair-minded attitude and 
sincere cooperation of both parties. 


Getting Goods to the 
Consumer 


This wholesaler 
function to be the getting of goods 
from the factory to the consumer, 
through the dealer. It is recognized 
that if the factory could get business 
direct from the consumer there would 


recognizes _ its 


be no need for either wholesaler or 
retailer. Direct selling from factory 
to consumer being impractical, both 
the wholesaler and retailer have spe- 
cific functions. It is up to the Dealer 
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Service Bureau to guide distribution 
through retail hardware dealers just 
as a chain or mail order firm’s head- 
quarters staff would distribute mer- 
chandise through the individual 
stores in their chain systems. 

Chain stores carry goods that con- 
sumers want to buy, not what the 
store wants to sell. They offer these 
goods at prices the consumer will 
pay and have stores that make it easy 
to do business. They reduce costs 
of handling by shipping unbroken 
packages, have no costs through 
credit losses or delayed collections, 
keep their stocks controlled so that 
only salable merchandise takes up 
valuable space and investment. 


Not Price Alone 


Although retailers, generally, look 
at chain and mail order competition 
as entirely a price matter, it must 
be recognized that ability to meet the 
market price will not bring any busi- 
ness to a store unless some machin- 
ery is available for advising the con- 
suming public of the values avail- 
able. Once the customer has been 
attracted to the store by advertising, 
he will not be impressed with either 
the value element nor the desirability 
of doing business with the dealer un- 
less the store is so arranged that it is 
easy for him to buy. Women are the 
buyers of most merchandise that are 
active in hardware stores and are, as 
we know, “bargain minded.” They 
must be interested in frequent special 
offers of really worthwhile merchan- 
dise at attractive prices. There must 
be some continuity to special offers 
and to the advertsing done generally 
by a retailer, if the public are to 
know that he is in the competitive 
picture, anxious and able to provide 
good value in worthwhile merchan- 
dise. To supply this need, Hibbard’s 
Dealer Service Bureau will find the 
merchandise; obtain it at the right 
price by buying backwards; but it 
from the manufacturer in sufficient 
quantities and in large enough pack- 
aged units to obtain the right price; 
supply monthly advertising with 
sufficient “promotion goods” to at- 


tract customers and increase store 
trafic for dealers and furnish sales 
posters, price cards, window display 
suggestions, just as chain store head- 
quarters do. 

Advertising materials include win- 
dow and store streamers, pennants, 
price cards furnished at a low cost 
price. Assortments are available for 
spring sales, fall sales, housefurn- 
ishings sales, etc. In addition to the 
circular advertising, advertising cuts 
and completely prepared advertise- 
ments in electro form (or mats) are 
available where newspaper advertis- 
ing is practical. All advertising ma- 
terial is prepared at Chicago and 
must be used “as is.” An imprint 
of the dealer’s name, address, phone 
number or any store slogan, is of 
course provided for in the cost price 
quoted. 

The selection of items to feature 
in the advertising is a carefully han- 
dled job, based on studies of Hib- 
bard buyers and the Dealer Service 
Bureau staff. They watch chain 
store, mail order, department store 
and other retail efforts and constant- 
ly seek new merchandise for hard- 
ware dealers to sell. 

As has been the case in every 
wholesaler-retailer cooperative effort 
I have ever seen, it is necessary to 
etch, stamp or in some way indelibly 
place the retail price on competitive 
merchandise. Otherwise, a majority 
of cooperating dealers will not take 
advantage of low buying costs when 
selling to the consumer. This is a 
strange, inconsistent fact which crops 
up in every cooperative plan I have 
investigated. Often the very retailers 
who complain the loudest about the 
necessity for meeting competitive 
prices are the most reluctant to meet 
a price when the goods are available. 
Unless a dealer does meet competi- 
tive prices, both in advertising and in 
the store, much of the advantage of 
such cooperative plan is entirely lost 
and the effort wasted. 


Advertising 


To properly serve all parts of its 
territory, Hibbard’s have four differ- 
ent advertising suggestions, basically 
similar, but with proper recognition 
of the requirements in different parts 
of their territory. These divisions in- 
clude town dealers, country dealers, 
local prices and Western prices. On 
the Western circular retail prices are 
higher to take care of the freight. 
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Dealer’s Name Here Here 


If Desired 








Typical advertising circulars prepared 
by Hibbard’s for distribution by dealers 
cooperating with this wholesaler that 
they may meet today’s competition. 


Under local dealers the designation 
is intended to cover a widespread 
area around Chicago, not merely the 
city of Chicago. In many parts of 
the country a store may have a com- 
bination country and town trade, in 
which case its mailing list may be 
divided and the two types of adver- 
tising material obtained in quantities 
according to his specific need. 

The advertising plan is specially 
prepared for each month in the year 
and is made available well in ad- 
vance so the dealer may regulate his 
stock requirements, adding new mer- 
chandise or replacing shortages in 
any of the merchandise featured. No 
changes may be made in the circular 
advertising other than the insertion 
of the store imprint. 
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When the advertising is submitted 
by the salesman it is accompanied 
with a special order form listing the 
merchandise required. These special 
order forms list the item number, the 
article’s identity by name, minimum 
quantity sold, and the price. Space 
is provided for quantity at the ex- 
treme left and for_the cost extension 
on the extreme right. This order 
form is a vital part of Hibbard’s 
plan. In this particular the plan 
differs from others HARDWARE AGE 
has investigated. No deviation is 
permitted from the minimum quan- 
tity, as was explained previously. 
Hibbard’s entire philosophy in meet- 
ing price competition is built up 
around the economic package angle, 
After checking through the special 
order forms for several months I do 
not find an excessive quantity im- 
posed on any of the competitively 





priced merchandise. To obtain the 
right price from the manufacturer 
this wholesaler is prepared to pur- 
chase the necessary quantity, packed 
in units, which effect economy for 
both the manufacturer and Hibbard’s 
and still does not overload the deal- 
er beyond his sales opportunity. In 
other words, cost of handling and 
sales opportunity have both been 
considered in determining these unit 
packages on which the competitive 
prices are available. With this story 
is a reproduction of some pages from 
one of the recent special order forms. 
For obvious reasons Hibbard’s prices 
to dealers on these items have been 
eliminated. But the principle in- 
volved can easily be seen by study- 
ing any one of these pages. 

A salesman calling on a cooper- 
ating dealer goes over this circular 
with him and then helps him make 
up his order for merchandise re- 
quired. 


Not Mailed 


These advertising suggestions and 
special order forms are never mailed 
and so are not vulnerable to competi- 
tive attacks by other wholesalers un- 
til after the merchandise is ordered 
and the circular distributed by the 
dealer. Unfortunately, this is a nec- 
essary precaution. 

The advertising materiai is pre- 
pared by six Hibbard men who make 
a constant study of the advertising 
done by chains and mail order stores. 
All advertising features competitive 
prices as faced by hardware mer- 
chants and all merchandise shown 
is available at a cost which permits 
the dealer to sell at the prices indi- 
cated, but he must buy the merchan- 
dise in the unit packages indicated 
on the special order form. 

For many years C. J. Whipple, 
president of Hibbard, Spencer, Bart- 
lett & Co., has been working to put 
retail hardware stores “in competi- 
tion” for the consumer’s business. He 
has talked at conventions and writ- 
ten many articles for the trade press 
on the subject. He has maintained 
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that manufacturers spread their costs 
of all sales. This develops an aver- 
age cost which is too high. It does 
not indicate the true cost of selling 
a great many wholesalers. When the 
same manufacturer goes to sell the 
chain or mail order stores, says Mr. 
Whipple, an individual deal is made 
on the merits of the sale involved, 
including consideration of the quan- 
tity to be purchased, number of ship- 
ments required, terms of payment, 
and number of units in a single pack- 
age for reshipment. This wholesaler 
believes that hardware jobbers must 
get on what he calls the “free com- 
petitive list” so that buying condi- 
tions being equal they will enjoy the 
same terms as the chains. 

Mr. Whipple has studied the cost 
of doing business and is steadfast in 
adhering to the quantity factor. From 
his own records, confirmed by chain 
store data he has obtained, he knows 
that items to retail at 5 cents can 
only be supplied in half-gross lots; 
items to retail at 10 cents must be 
shipped in one-quarter gross units: 
25-cent items can be shipped in one 
dozen and 50-cent items in _half- 
dozen units. From the retailer’s 
standpoint, Mr. Whipple says, unless 
you can sell a half gross of any 
5-cent item there is not a serious 
competitive demand for it. The same 
is true of the quantities indicated for 
the other small amounts. 

Another interesting point in the 
Hibbard plan is Mr. Whipple’s atti- 
tude on merchandise assortment. He 
has obtained an oil stone to retail at 
10 cents, packed three dozen in a 
lot with a price card, making a com- 
plete merchandising unit on _ that 
item. He has done the same thing 
with a moderate priced auger bit set, 
a set of files and in fact, has a great 
many such assortments for practi- 
cally every department in a modern 
hardware store. The important thing 
about the assortment is that all num- 
bers in a set are active sellers. The 
assortment idea is not used as a 
means for getting rid of a great many 
dead numbers under the guise of a 
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special price for a group of mer- 
chandise. 

Throughout Hibbard’s assortments 
of merchandise dealers can sell in 
competition with all comers, ways 
and means are sought for reducing 
distribution costs by effecting econo- 
mies for manufacturer, wholesaler 
and retailer. This is clearly reflected 
in the buying effort as well as in the 
selling effort of this wholesaler. The 
only fundamental way in which com- 
petitive prices can be made generally 
available for the hardware trade is 
by effecting economies. 

Hibbard is issuing a new catalog 
which gives consumer prices on 
everything from axes to zinc. This 
is the first catalog to be issued by a 
wholesaler with only consumer 
prices, although the use of list prices 
in catalogs has been quite common. 
This must not be confused with list 


prices, for the Hibbard catalog prices 
are a typical competitive offering in 
the open retail market. 

Both Mr. Whipple and Mr. Rob- 
erts have given the Dealer Service 
Bureau much time and _ attention 
and consider it their outstanding 
activity. Mr. Roberts holds sec- 
tional group meetings of partici- 
pating dealers, having held as many 
as 37 different meetings in one year. 

The Dealer Service Bureau oper- 
ates the model store in the Hibbard 
warehouse where window display 
ideas, arrangement of stock and other 
practcal retailing tests are conducted. 
The Bureau is prepared to remodel 
a store, furnish the fixtures, do a 
sampling job, prepare special sale, 
or help a dealer put his stock under 
control for turn-over by eliminating 
dead stock and concentrating on 
salable merchandise. 
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NOTHER interesting develop- 
ment is reported about J. 
Frank Grimes, who may 

launch a national hardware volun: 

tary chain system. His successful In- 

dependent Grocer’s Alliance (1.G.A.) 

is now 50 per cent under control of 

the wholesalers participating. This 
news definitely establishes the whole. 
saler’s permanent position in such 
activity and should 
mors to the contrary. 


dissipate ru- 

Whether or 
not, Mr. Grimes ever starts operating 
in our field, the future of the hard- 
ware wholesaler, who renders effi- 
cient services, is most secure. As 
we have said before and shall say 
again often, you cannot eliminate 
the functions of the wholesaler even 
though some plans transfer these 


duties. 
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Last Sunday night a banker pro- 
vided a detailed report on the busi- 
ness rise and fall of a late mutual 
friend whose hardware store is well 
known in the east. Twenty years ago 
the merchant gave up carpentry and 
fishing for the more permanent job 
of running a retail hardware store. 
His original capital was $1500 (half 
his and half his partner’s). In five 
years the partner was bought out at 
a fancy figure. The business grew 
and the merchant prospered. He 
bought his building at $15,000 with 
only a $5,000 mortgage ahead of 
him. Then a home at $30,000 and 
a $7500 summer place on the shore. 
Both homes were about 40 per cent 
mortgaged but the 
tinued good. The 


business con- 
merchant had 
money in the bank, a few good 
blocks of safe investment bonds. His 
three mortgages were reduced 50 per 
cent and he continued to discount 
his bills. He turned down a cash 
offer of $38,000 for the building and 
could have sold either home for 
more than his cost. 


oe 8A, oe 
UT he could not stand prosperity 
nor could he say “no” when a 
new bank was formed and a place on 
the board was tendered. To be a 
bank director meant he had arrived. 
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So he took the job. Successively, he 
twice served as president of the fol- 
lowing worthwhile local organiza- 
tions — civic association, board of 
trade, political club, church men’s 
club, Sunday School Union, Boy 
Scout council, golf club and was 
cenerally available for impromptu 
golf games, or hunting and fishing 
parties. He was the man about town, 
generally respected and appreciated. 
He spent days in bank work at no 
fee and gave up many afternoons 
tending to other people’s business. 
Outside interests, remotely related to 
running a retail hardware business, 
took up 75 per cent of his time and 
the other 25 per cent was given to 
earning his bread and butter, when 
he was not too weary to give it at- 
tention. This went on for five years. 
The credit he built up with sources 
of supply began to slip. He stopped 
discounting and soon became slow 
pay. His store sales dwindled. He 
took on additional mortgage burdens 
on store building and homes. He 
borrowed on his investments and in- 
surance. But meanwhile he had 
built up the largest luncheon club in 
the county, the most active civic 
croup in that part of the state. His 
various other outside interests had 
easily become leaders in their respec- 
tive fields—all except the bank. That 
is still closed. 
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The man died early this spring 
heart trouble; induced by 
worry, the doctors say. The widow 
loses both homes. Insurance and in- 
vestments salvaged paid funeral ex- 
penses and some miscellaneous bills. 
The business is in the hands of 
creditors and can be purchased out- 
right for $4,000, which will give the 
creditors 66 cents on the dollar. The 
stock inventories about $7,500 but 
much of it is not salable at any 
price. It is unbalanced. There are 
few new items and too many lines 
partially obsolete in today’s picture. 


from 


A good, live young fellow can re- 
build this business and get an option 


Bust Among Ourselves 


on the building in his lease. He can 
really make a good living and, per- 
haps, a substantial competence for 
old age. It was done before. 
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HIS is a true story if a sad one. 
I went to the funeral where 
seven or eight organizations vied 
with each other to do their late 
leader proper honors. It was an 
impressive, though solemn, occa- 
sion. Those who spoke for the dif- 
ferent bodies told of the perma- 
nent monuments the late merchant 
had builded for the good of all 
and that posterity will reap great 
benefits from the untiring public- 
spirited work that had been done so 
well. A week later the creditors met. 
They too were in competition, each 
trying to get the largest share of the 
spoils, if any. They, too, spoke 
kindly of their late customer and be- 
came reminiscent. All knew of his 
one time success, built up by hard 
work from a modest start. They 
knew too how outside matters con- 
sumed his time and energy so many 
years and ruined his splendid busi- 
ness. And each knew of many 
similar cases where good business 
men became so absorbed in minding 
other people’s business that their 
own jobs suffered. There were ex- 
amples no end. 
‘ HA 








Banking is a business. Politics, 
civic work, lunch club organizing 
and board of trade work are special 
careers in themselves. All serve 
some need and someone must do the 
work. Also, a business man should 
be interested in the general welfare 
of his community and should to some 
degree be’ public-spirited. But all 
such outside should be 
taken in small, infrequent doses if a 
man expects to make a retail hard- 
ware business successful. Ours is a 
business requiring steady work, at- 
tention to details, and usually long 
hours. All the permanently success- 
ful stores I have ever seen are oper- 
ated by men who take their business 
seriously and give it first considera- 
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tion. 
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HE ELECTRIC 
LAMP WAS INVENTED 
BY SIR. HUMPHREY 
DOUY — OF ENGLAND- IN 1800 


— NOT BY EDISON) — 


_... EDISON, HOWEVER. PERFECTED 
ELECTRIC KIGHTING SO THAT IT WAS OF 
COMMERCIAL VALUE .... 
_— AS early as (B45 in America,€.A 
King made incandescent electric lamps 
that Wworkedt / 
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A POCKETKNIFE 
CUTLERY SET — 
.«. A POPULAR. GADGET USED IN 
FRANCE, BEFORE THE REVOLUTION, 








WHEN ALL GENTLEMEN ig 
CARRIED THEIR OWN CUTLETEY 
WHEN INVITED OUT-"1T0 DINE sg aa 
A WOMAN IN 


ST. PAUL, MINN. 
SWALLOWED AN BY INCH 
TABLE FORK, 
AND LIVED / 
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HE LONGEST FENCE IN THE MERCHANDISE ——THIS PRACTICE GAVE 
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Pennsylvania Locksmiths Lose Fight 
To Restrict Key Making 


Hardware Merchants Fight Proposed Legislation Which Is 
Withdrawn Without a Vote—Similar Laws May Crop Up in 
Other States—Subject Requires Watching 


cently sponsored a State law 

which would give them a 
monopoly on key making and dupli- 
cating. The measure met so much 
opposition, it was withdrawn before 
being put to a vote, but there is no 
assurance it will not be resubmitted. 
Similar bills may be introduced in 
other States as locksmiths have al- 
ways objected to hardware stores 
making keys. 

At the 1930 annual convention of 
the American Association of Master 
Locksmiths, Charles Courtney, pres- 
ident, protested key making by hard- 
ware merchants, saying: “The lock- 
smith of today is confronted with 
two kinds of competition that he 
must adjust himself to or become ex- 
tinct. The first competitor has a hole 
in the wall on some prominent 
thoroughfare where he is in a posi- 
tion to cut prices because his work 
is only duplicating keys, which takes 
no effort or craftsmanship. The 
other competitor is the hardware 
store which cuts keys at no profit for 
the simple reason of drawing trade.” 
(See H. A., Nov. 27, 1932, P. 43.) 

Apparently, locksmiths believe 
legislation giving them the exclusive 
privilege to make keys would solve 
their problems. If sufficient opposi- 
tion is voiced by the hardware 
trade, such legislative measures can 
be defeated. 


Pennsylvania Bill No. 66 


The Pennsylvania bill (No. 66) in- 
troduced by Representative Stephen 
Denning of Philadelphia on Jan. 3, 
1933, states: “It shall be unlawful 
for any firm or corporation after 
Jan. 1, 1934, to engage in or carry 
on the trade of locksmith or key- 
maker within any first class city 
without obtaining a license from the 
Mayor.” The measure stipulated an 
annual license fee of $25 by all per- 


P eens soon IA locksmiths re- 
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sons or organizations engaged in the 
distribution or retailing of locks and 
keys. Another section provided that 
house-to-house solicitors for firms 
handling locks and keys, including 
hardware stores, must also pay a $25 
license fee. All employees of such 
firms would be required, in addition, 
to pay a $10 yearly license fee. 

It is alleged that sponsors of the 
measure advocated approval of it as 
a means of safeguarding the public 
against unscrupulous persons obtain- 
ing keys for unlawful purposes. 
The action of the Retail Hardware 
Association of Philadelphia, through 
its secretary, Wm. F. Brown, was an 
important factor in obtaining the 
withdrawal of the proposed measure. 
When Mr. Brown learned that such 
a law was shortly to be submitted to 
the Pennsylvania Assembly, he im- 
mediately advised the membership. 
He received instructions to immedi- 
ately prepare a resolution to be sent 
to State Representatives, the Gov- 
ernor and other influential persons. 
Members also wrote special letters to 
their Representatives requesting them 
to oppose the proposed law. 


The Protest Resolution 


The protest resolution of the Asso- 
ciation follows: 

“1—Appears as legislation desired 
for the convenience and profits of cer- 
tain selfish interests and designed to 
exclude others, from the fundamental 
rights to repair, sell or handle any 
lock or locking device, or to dupli- 
cate keys, by forcing payment of high 
license fees on employers and em- 
ployees so engaged. 

“2—-For over 100 years, hardware 
retailers have established basic 
rights and precedent to render these 
services, in a great many locations. 
convenient to the public. Purchasers 
naturally return to their original 
sellers for certain adjustments and 


key making, etc., as the proper and 
quick method. 

“3—Since their inception, hard- 
ware stores have handled and sold 
locks and kindred articles and no 
license fee should be levied for the 
privilege, in addition to present Mer- 
cantile Taxes and the Direct Sales 
Tax, which has become, in fact, a 
dealer’s tax. Enforcement of the 
proposed act would require the re- 
adjustment of an industry employ- 
ing many thousands of people. 

“4—Hardware store records show 
but a modest income from repairs 
and key making, a side line service 
for customer’s convenience. The fee 
proposed would force 75 per cent to 
discontinue this service and penalize 
the public by confining lock work 
and sales to a few individuals. 

“S—Bearing a long record of sta- 
bility, hardware men stand ready to 
protect their own interests, but never 
pursue a policy of cutting down com- 
petition. 

“6—We recognize that specialized 
locksmiths fit into certain types of 
work, such as safes, etc., for which 
higher fees are obtainable, and have 
never questioned the right of repair- 
men to handle new locks and devices. 
For ordinary locks, using bit or 
other type keys, the hardware store, 
doubtless, does a job satisfactory to 
the public at moderate cost. 

“Resolved—That the proposed act 
is against public policy in general 
and certain trade interests and em- 
ployees in particular, by requiring a 
possible $25 to $60 license fee cost, 
for lock sales and service, etc. 

“And That—The Retail Hardware 
Association of Philadelphia goes on 
record as opposed to the measure, 
and in particular to certain lines 
which were specifically designated.” 

Commenting on the bill, Secretary 
Brown said: “In the opinion of hard- 
ware men, the locksmiths have at- 

(Continued on page 55) 
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Ideal Management 


HE ideal business is not the 

great corporation, but strange 

to say it is the smallest busi- 
ness of all—a business run entirely 
by one man, if he is a good man. A 
good man, one man, business has 
absolute cooperation because this 
one man knows everything that is 
going on in the business, and he 
handles every part of his business 
just exactly according to his one 
man ideas. Of course, when a busi- 
ness grows beyond the capacity of 
one man to handle it then there must 
be more men. But the ideal of good 
management is when all of these 
men act as one man. 

When this ideal is accomplished, 
after a plan is thought out and de- 
cided upon, then all the men in the 
various parts of the business work to 
carry out this one plan. In ideal 
management there is no pulling and 
hauling against each other. Nothing 
consumes more energy and more 
time, nothing causes more delays, 
nothing is more discouraging, and 
nothing causes more losses when the 
management of a business does not 
pull together. Individualism is a 
fine thing up to a certain point, but 
when individualism is over-empha- 
sized in management then trouble 
starts. No one can throw a monkey 
wrench into the machinery any more 
quickly than an individualist man- 
ager trying to carry out his own ideas 
regardless of the fixed policy of the 
company. 


There Are Few Geniuses 


I have often stated that the best 
form of management in business is 
that form that gets the best results 
out of the average man. Geniuses 
in business are few and far between. 
Geniuses are hard to handle. Geni- 
uses are usually subject to an ab- 
normal development along certain 
lines and a subnormal development 
on other lines. Therefore, the genius 
is usually unbalanced. If the genius 
can be controlled, and his energies 
directed along the lines of his genius, 
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great results are obtained. But if 
the genius is allowed to run wild in 
a business then look for a cyclone. 
Usually the successful manager, that 
is the top man in an organization, 
is not a genius. He is usually an 
“all round” man and very well bal- 
anced—a man who sees a proposi- 
tion from every angle. Geniuses as 
a rule are not in this class. 


Genius Under Control 


You, of course, will immediately 
answer the above by stating that 
some businesses have been made 
very profitable by the discovery of 
one or more geniuses in the business. 
This is very true. It is more true 
today in business than ever before. 
but my observation leads me to be- 
lieve that these results are obtained 
when genius is under strong control. 
It takes an excellent executive to 
handle geniuses in business. The 
average genius is as temperamental 
as an opera singer. To keep him 
working steadily on his job takes 
about the same kind of management 
as that of the impresario. 

Business is changing rapidly these 
days. One line of goods is taking 
the place of another. One method of 
doing business is being supplanted 
by another. Confronted with such 
conditions business management 
must not only be farsighted, but 
must be students of conditions, must 
listen to inventors who call with 
strange new contraptions, and must 
encourage initiative and thinking all 
throughout their organizations. 

Let me illustrate with a personal 
experience. A number of years ago 
when in the drug business I visited 
France. In studying stocks of drug 
stores in Paris I was very much im- 
pressed by a new transparent wrap- 
per, which was used on most of the 
drug packages. I was so much im- 
pressed with this wrapper that I 
bought quite a quantity of sheets of 
the new transparent material and 
brought them back to New York. At 
a meeting of our chemists and head 


drug men I showed this wrapper. 
They were very much _ impressed. 
Our head chemist was assigned the 
job of investigating this new wrap- 
per. After sometime he reported at 
another meeting that this wrapper 
was patented in France, it was high 
priced, that the tariff added to the 
high cost of the wrapper made it 
prohibitive for use in the United 
States. 

After this report the idea was 
dropped and we thought of other 
things. However, if the idea had 
been pursued a little farther it would 
have been discovered that this wrap- 
per was made largely of cotton. 
Cotton, of course, could be bought 
at a lower price here in the United 
States than anywhere else in the 
world. It also would have been dis- 
covered that the French owners of 
the patent would have been willing 
to sell their rights to the United 
States, or at least they would have 
worked on a royalty basis. This 
wrapper as a matter of fact could 
have been produced in the United 
States at a much lower price than 
in France. However, we did not 
continue the investigation, but one 
of our large chemical manufacturers 
here in the United States afterwards 
did take an interest in this French 
invention. They made arrangements 
with the French. They developed 
the product in their laboratories and 
this concern made an enormous for- 
tune out of “cellophane.” This little 
story illustrates how thinking makes 
or loses fortunes. 


Some Filing Methods 


Here is another case. A young 
salesman was called home from the 
road and was made Sales Manager. 
In his work he immediately had 
trouble with the filing department. 
Papers were lost. This filing de- 
partment was very carelessly han- 
dled. Suppose a concern wrote on 
a certain subject. This letter was 
filed under the name of the concern, 
but afterward if the letter was wanted 


29 








no one could remember the name of 
the concern, or the letter could not 
be found. On the other hand, if this 
letter had been filed under the sub- 
ject covered it would have been 
found. In those days all of the fil- 
ing was done in pasteboard boxes 
alphabetically arranged. As I re- 
member, the letter “S” always had 
the greatest number of letters. Other 
letters had very few letters. Filing 
was done by boys at that time draw- 
ing from five to eight dollars per 
week. You can well imagine the 
condition of those files. 

This young Sales Manager con- 
ceived the idea of filing papers not 
alphabetically, but by states and by 
towns. He also thought out the plan 
of having upright files with paste- 
board guides. No filing plan of the 
kind could be bought in this country. 
So carpenters were called in and up- 
right files were made by hand. The 
entire filing of this business was 
transferred to the new system. It 
worked beautifully for the simple 
reason it was much easier to file let- 
ters by the name of the town than it 
was by the name on the letter-head. 
It was also much easier to find letters 
when they were filed geographically. 
Another thing it separated the filing 
into various states and it broke up 
the congestions such as caused by the 
letter “S.” 


A Change in Filing 


When the job was finished this 
young Sales Manager was satisfied. 
He did nothing more about it. He 
had a fortune in his hand. Others 
grasped the idea of the upright files 
and in a few years the entire filing 
system of the country was changed. 

Another young man in a jobbing 
hardware business wished to keep 
records of customers. The old 
method when orders were received 
was to register them in ink in a large 
book. Only one clerk could work on 
this book at a time. If customers 
gave special instructions in regard to 
the shipping and filling of their 
orders there was no one to connect 
up these instructions with the orders. 
It was largely a matter of memory. 
Certain clerks 
know about every account and to 
enter the proper instructions; but un- 
fortunately these clerks would 
change, they would die and then the 
memory of all the various instruc- 
tions disappeared and, of course, this 
was followed by trouble. So this 


were supposed to 
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young man in this jobbing house 
tried to figure out how to keep these 
records. 

One day he went to a library for 
a book. He noticed that the book 
was registered on a card. He asked 
to see this card system. He studied 
it. That night he realized he had 
discovered a method of registering 
and recording orders that would 
revolutionize the old system. He put 
this card system into effect in the 
business. It was a success, but he 
was so busy with his Sales Managing 
that he thought no more of the 
matter. He lost a fortune. The sys- 
tem of card records was developed 
by others and has now become com- 
monplace in business. 


Fortunes in Ideas 


I might recite many other similar 
cases | have seen in business where 
fortunes had been made or lost be- 
cause ideas have been grasped or 
have not been followed through. I 
am emphasizing this point because 
today more than ever in the history 
of business we need a laboratory of 
minds in our business. But I must 
not forget the subject of these 
articles. 

What is the place of the humane 
man in business? What is the place 
of the hardboiled? Is human man- 
agement better than hardboiled man- 
agement? Is hardboiled manage- 
ment better than human manage- 
ment? That is the subject we started 
out to discuss. In my judgment both 
kinds of management are needed in 
every business. Different kinds of 
men with different temperaments and 
characteristics are required to fill the 
various positions. ' 

Let us take for instance a fairly 
large manufacturing business. Some- 
times we find in such businesses that 
the President of the company has 
developed through the manufacturing 
end of the business. In other cases 
we will find he has developed 





through the selling end of the busi- 
ness, and in other cases we will find 
he has developed through the ac- 
counting and financial end of the 
business. Now, it really doesn’t make 
much difference just how the Presi- 
dent was developed, if this President 
is supported by other men with the 
ability to take care of their part of 
the work. 

Only three top men are actually 
needed to run a very large manu- 
facturing or jobbing business. When 
you have more top managers than 
three you start a debating society. 

In a manufacturing business one 
of these men should be in general 
charge of manufacturing, another 
should be in charge of accounting, 
statistics and finances and the third 
should be in charge of sales. In 
organizing such a business I would 
put everything in manufacturing 
under the manager in charge of that 
part of the work. He should be a 
man of such outstanding ability that 
his word should be the last word 
in the making of the goods. The 
other manager in charge of finances 
would also have charge of all ac- 
counting, records, files, credits and 
collections. The duty of the third 
man would be to sell the goods 
manufactured. He would be _ in 
charge of all salesmen and District 
Managers. He should be in close 
touch with the trade. He, of course, 
should know not only his lines but 
all of his competitors’ lines. 


The Organization 


Under these three men_ there 
would, of course, be other men. The 
Comptroller of the company for in- 
stance would be under the manager 
in charge of finances. The advertis- 
ing manager, of course, would come 
under the charge of the manager of 
sales. 

These three men would be the 
President and two Vice-Presidents of 

(Continued on page 52) 





article on this subject for that magazine. He has prepared a series 


i YHE Editor of Sales Management asked Mr. Norvell to write an 


of three articles of which this is the third. In this final instalment 
the author sums up his views on both kinds of management, offering his 
conclusions of a happy and efficient combination of human traits and hard 


boiled practices in business management. 


Because this series is of such 


general interest to all business men HARDWARE AGE arranged through 
the courtesy of Sales Management to publish the three articles concurrently 
with their appearance in that publication. 


—tThe Editors. 
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Safe Electrieal Cord Movement 
Gains Impetus 


UB-STANDARD electrical mer- 
chandise, in addition to im- 
periling life and property, con- 

stitutes a menace to the welfare of the 
very firms who sell it. Few hard- 
ware stores handle inferior goods of 
this type. But occasionaly, a hard- 
ware merchant, in an effort to meet 
troublesome price competition, stocks 
inferior and hazardous electrical 
goods without full realization of it, 
or of the far reaching consequences. 
An increasing number of disastrous 
fires, fatalities, and accidents at- 
tributed to electrical products of in- 
ferior quality have made this situa- 
tion one of grave concern to every 
hardware store selling electrical ap- 
pliances, sundries, and wiring ma- 
terials. Unless standard quality elec- 
trical products are more generally 
carried by all types of retail out- 
lets, it is not improbable that a 
remedy may be sought through legis- 
lation similar to a sales ordinance 
now used in Portland and 50 or more 
other cities. It is hardly necessary 
to point to the probable effects since 
many cities would probably create 
special codes of their own. This 
would make it necessary for a dealer 
to order specially designed appli- 
ances and materials to meet with the 
specifications of the local ordinance. 
Both the law, and its provisions 
would work hardships on the dealer 
and increase the cost of electrical 
appliances to the consumer. 


Code Stipulates Approval 


The present Electrical Code stipu- 
lates that wiring materials must bear 
the approval of the Underwriters 
Laboratories, and that all wiring in- 
stallations must be in accordance 
with the National Electric Code. By 
making certain that the electrical 
merchandise being sold in his store 
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Cord Approved by Un- 
derwriters Laboratories, 
identified by bracelet 
label, gaining wide pub- 
lic and industrial sanc- 
tion. Merchant liable for 
damage caused by sub- 
standard cord. 


is of standard, approved quality the 
hardware merchant can aid ma- 
terially in applying a remedy before 
any drastic local ordinances are pro- 
posed. 


Cord Problem Appeared First 


The sub-standard problem first be- 
came acute in electrical cord. Until 
recently there was no means by which 
the average person could distinguish 
between sub-standard and standard 
cord. This encouraged the use of 
unapproved cord, until in 1930, i' 
is estimated that only 15 per cent of 
the cord sold was of the approved 
type. The widespread use of poorly 
made cord resulted in an increase in 
the number of so-called “electrical 
fires and accidents.” Poor cords are 
also said to have caused more dis- 
satisfaction with electrical appliances 


and service than all other causes 
combined. 

The problem was further com- 
plicaied by the fact that most women 
purchased the smallest, and usually 
the least dependable size of cord be- 
cause it is less conspicuous. More 
than a year ago, a most effective 
means for combating the situation 
was originated. This consists of 
bracelet-like identifying labels being 
attached to approved forms of cord 
at intervals of five feet. The labels 
give the assurance that the cord ha; 
been manufactured to specifications 
adopted by the Underwriters’ Labo- 
ratories. In order that the correct 
type of cord for a given purchase 
will be purchased, a different colored 
label is used to identify each of the 
four principal types of cord. 


Different Colored Labels 


The yellow label indicates lamp 
cord, suitable for portable lamps 
radios and like uses where the cord 
is subjected to comparatively little 
bending. The blue label is used on 
1000 cycle heater cord for toasters. 
percolators, waffle irons, etc. The 
red label distinguishes 3000 cycle 
heater cord fer electric irons. The 
gold labels on 10,000 cycle heater 
cord indicate a very high grade cord 
having an exceptionally long life for 
use with the better types of electri« 
irons. The general form and char- 
acter of the identifying label is shown 
in the accompanying illustration. The 
use of the term “cycle” in connection 
with the rating of heater cord desig- 
nates the number of bending and 
twisting “cycles” the heater cord must 
meet in an endurance testing ma- 
chine used by the Underwriters’ 
Laboratories, Inc. 

When the bracelet label was 


(Continued on page 55) 
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c. KR. H. A. Window Equipment 


HE background material 

shown in the above photo is 

called the “C.R.H.A.” Felt Let- 
ter Crash Panel Kit. HARDWARE 
AcE has arranged to furnish readers 
with this kit or any part of it 
through the Chicago Retail Hard- 
ware Association, 1418 Merchandise 
Mart, Chicago, IIl., at nominal cost. 
Orders should be sent to that ad- 
dress direct. Cost and other data are 
given elewhere in this article. 

The Kit consists of: Five panels 
of various dimensions backed with 
Masonite and covered with crash, a 
rugged cloth material, not easily af- 
fected by weather conditions. A 
font of 11-inch felt letters with 3- 
inch numerals, totaling 214 charac- 
ters, and another font of 3-inch felt 
letters with 5-inch numerals also 
totaling 214 characters. 

The crash covering the panels and 
the felt from which the letters are 
cut have a nap surface which will 
cause the felt letters to adhere firmly 
to the crash when placed against it. 

Due to the fact that the panels 
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are backed with Masonite it is pos- 
sible to mount merchandise upon 
them or to fasten different types of 
display shelving merely by the use 
of pins and rubber bands. 

Therefore, you may arrange your 
sales message on the panels and 
mount the merchandise in reference 
as well. 


The Buck Display Stands 


A set of “Buck” Display stands 
are shown in this window, utilizing 
window space very efficiently, pro- 
viding for elevation which is de- 
manded in any good window, and 
furthering the modernistic trend in 
the display. 

The units are constructed in 
heights of: 1, 2, 3, and 4 ft., closed 
in on three sides and the top and 
bottom, leaving the remaining side 
open with shelves inserted 1 ft. 
apart. Therefore, a 4-ft. unit will 
contain 4 individual compartments 
of display as well as the top, when 
set on end. 


An outstanding feature of this fix- 
ture set is its versatility of arrange- 
ment in the window. More than 68 
different lay-outs can be made. The 
units may be set on the floor length- 
wise, in stair fashion, graduated 
from the center of window accord- 
ing to height, nested in groups, pyra- 
mided, or in countless other arrange- 
ments. 

This style of fixture will greatly 
simplify your window problems and 
aid you materially in getting re- 
sults. 

The flooring is being shown in the 
above lay-out. It is made up of 8- 
inch individual squares of Masonite 
painted black on one side and white 
on the other. This type of flooring 
is very rugged, does not fade and 
can be washed. By merely laying 
the squares on the original flooring 
loosely, many decorative designs 
may be worked out in black and 
white merely by turning the black 
surface up on some and the white 
on others. Of course, these floor 
panels do not necessarily have to be 
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The working drawings for the Buck Display Stands used by the Chicago Retail Hardware Association’s model store. 


in black and white, but any two 
shades or combinations of colors 
may be used. 


C. R. H. A. 
Window Trimming Supplies 


Felt Cut-Out Letters — 11%-in. 
felt letters complete with font box 
and numerals—214 characters, $10; 
3-in Felt Cut-Out Letters complete 
with font box and numerals—214 
characters, $10. 

Five-in. Felt Cut-Out Letters com- 
plete with font box and numerals— 
107 characters, $7.50. 

Important — Numerals are in- 
cluded in each of the three fonts 
listed—the next largest size, as, for 
example, 114-in. font includes 30 3- 
in. numerals—similarly, in the 3-in. 
font there are included 5-in. numer- 
als, and in the 5-in. font, 9-in. nu- 
merals. 

The above sets of felt letters are 
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available in eight (8) standard col- 
ors as per the following: black, 
white, red, blue, green, orange, yel- 
low and brown — we recommend 
black for use on _ crash-covered 
panels with red numerals and white 
on black Duvetyn-covered panels 
with yellow numerals. 

Display Fabrics — Natural crash 
for covering display background 
panels in 36-in. width—28c. a yard. 
In cut lengths—25c. a yard—in 60- 
yd. bolts. 

Duvetyn in any color in 36-in. 
width—25c. a yard. In cut lengths 
—22c. a yard—in 60 yard bolts. 

Note—Stores desiring ready-built 
panels covered either with natural 

(Continued on page 55) 
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By J. A. WARREN 
Associate Editor, Hardware Age 


ERE you to engage the serv- 
ices of an expert advertising 
man, it is probable his first 


step would be to look about your 
store, its stock and its staff in search 
of advertisable features. He would 
not begin by asking the prices on a 
number of items and then sending 
an ad to the papers. That, unfor- 
tunately, is the procedure in too 
many retail stores. But Mr. and Mrs. 
Public and the Public children must 
have a genuine reason for believing 
that it should get acquainted with 
your store. 

In all probability your store has 
some features that could be de- 
veloped sufficiently to appeal to the 
public; something that is different 
and better than other stores in your 
community. Perhaps you are so 
situated that you can advertise the 


Retail Hardware 
Advertising 


Before you build your advertising 
house, see that you have a foundation 


store as a good place to meet for 
appointments, you may have a bu- 
reau of information on paint or 
garden information that is so good 
that once acquainted with it people 
will talk about it everywhere. If 
you can safely claim that your sales- 
people make shopping in your store 
a real satisfaction you have a feature 
to advertise—but you must see that 
the store lives up to it. A hardware 
store that is so clean that women can 
safely handle the merchandise with- 
out soiling their hands, and a staff 
that is patient and helpful to women 


customers, will have a genuine ad- 
vertising feature and will be a bless- 
ing to the community. Unfortunately 
some hardware clerks have a_ su- 
perior attitude which makes a woman 
feel stupid about hardware merchan- 
dise. Look about your store, take 
an inventory of its advantages, deter- 
mine to live up to their opportunities 
and ADVERTISE THEM. 

If there are no advantages that are 
advertiseable, it is time for a general 
looking into your business. Grad- 
ually you will find it slipping away. 
You cannot maintain contact with 


An ad (8 cols. x 11 inches) which is a good model for typographical appearance as well as descriptive matter. 





Mid-Summer Necessities at New Low Prices! 














Mix Master 


The new improved Mix 
Master is now on dis 
play in our basement. 
You should simplify 
your kitchen work and 
shorten your kitchen 
hours. Mix Master 
shows you how. You 
can now have the can 
As usual we have » complete | | opener attachment as 
assortment of the new things that | | well as the new food 


make canning much easier. Jones 
prices are unusually low chopper attachment. 














Electric Fans 
A new shipment, just in 
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LAWN HOSE 


The demand for 
our lawn hose hes 
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ELECTRICAL APPLIANCES 


Screen ae ag 


FLY-EX 


Waffle Iron, Electrical Iron, 
: . = Bird Baths, Gazing Balle, 
Hair Dryer, Double Toaster, ES -| Bi 5 iin. ee See Disks, eae hen 


Grill Stove, Sandwich Toaster Ornaments, Hanging Bas- 
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enough people through casual visits 
to the store to keep above water for 
long. At the same time too much 
advertising is done with no thought 
to anything but prices, pictures and 
ballyhoo. Advertising must be done 
in cooperation with good storekeep- 
ing in every particular. There must 
first be established bright lighting, 
clean merchandise and displays, fre- 
quent changes in arrangement, good 
window trimming and _ improved 
store atmosphere. Then, and only 
then, will advertising do its real 
work. 


Back the Advertising 


with Service 


Given, all these things plus ad- 
vertising the entire structure can 
tumble if the staff (and the boss, too) 
do not foster a cheerful and pleasant 
attitude toward customers. The work 
of handling hardware is apt to cause 
a man to drop into the habit of 
harshness of voice, loud talking, and 
careless appearance. These things 
react unfavorably and should be 
curbed. Remember the advertising 
of a small store has obstacles to 
overcome that the large store with its 
years of advertising does not have. 
The problem is entirely different. 
We must assist our advertising in 
every way. It is no use to bring 
people in if they are disappointed in 
the store when they get there. The 
big job ahead of small store adver- 
tisers is to get their stores known. 
It takes time and consistent pounding 
away at it. The advertising budget 
should be as vitally important as 
rent, light or heat. If the small 
merchant cannot prepare his own ad 
matter he should procure the services 
of a competent man to prepare it for 
him. 

We cannot urge too strongly the 
use of advertising written and pre- 
pared for your individual store. The 
more you can project your store’s in- 
dividuality into the advertising the 
better. 


When you prepare an ad, also pre- 
pare the store and the windows for 
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AS ADVERTISE 


PICNIC JU 
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Step by step, reinforce the impulse to buy. The ad must first get attention, then 
create desire. Next comes action, and finally the sale is made 


the people who may respond to it. 
If the ad carries picnic jugs, for in- 
stance, see that there is a window 
display that takes them into con- 
sideration. Then see that a mass 
display of these same jugs “as ad- 
vertised” are in a prominent place. 
Step by step you reinforce the im- 
pulse to buy until the cash is in the 
register and the customer pleased 
with your store and its advertising. 
The first step is to get the customer’s 
attention, just as in selling directly, 
next create desire, then comes action 
and, finally, the sale. 


Create Desire 


While price is a factor in all sell- 
ing, too much stress can be placed 
upon it by neglecting the other fea- 
tures of advertising—creating desire, 
getting action, etc., by descriptive 
matter. 

In the 


advertisement of Jones 


Hardware Department Store, Lima, 
Ohio, the descriptive matter is par- 
ticularly well done. It is reproduced 
here sufficiently large to read. The 
original space was 11 inches by 8 
cols., and appeared in the Lima 
Morning Star and Republican-Gaz- 
ette. The illustrations in each case 
are of actual merchandise and they 
are well arranged for balance. This 
same ad would make a good center 
page for a direct mail circular. 
Many 
ments are rendered less effective by 
the lack of such excellent separation 


otherwise good advertise- 


of the various elements as shown in 
Definite 
columns, cut-off rules or boxes serve 


the Jones advertisement. 


the purpose of making the items 
stand out and receive their full 
share of attention. If there is one 
rule that should always be followed 
it is that everything that tends to 


easy reading should be utilized. 








LETTERS 
vo the Kditor 





“Helping to Decrease Business” 


A letter from 


WILLARD E. ALTER, Secretary 
Logan-Gregg Hardware Co., 
Pittsburgh, Pa. 


At a recent gathering of hardware 
retailers and jobbers a careful report 
was made of prices on different hard- 
ware articles as sold by chain steres, 
catalog houses, department stores, etc., 
in competition with the local retailers. 
A capable representative of the retail 
association made a very thorough and 
careful report. The results of his 
gigantic labors as shown in his report 
should be rather gratifying to retailer 
and jobber alike. It shows clearly that 
it is not price competition alone that is 
hurting the retailer. Out of possibly 
one hundred prices compared there 
were only two items that really hurt the 
regular jobber-retailer distribution. Of 
course some of the prices were low. 
lower in fact than the retailer may care 
to go, but not lower than he can safely 
go in competition, and without going 
outside of the regular channels for his 
supplies or resorting to the dangerous 
expedient of nondescript merchandise. 
The jobber, with recognized standard 
goods, could protect the retailer in 
practically every article reported on a 
fair working basis to himself and his 
customer. 

That the chain stores with their ap- 
parent cut prices and the department 
stores with their handsome displays 
and efficient servicing are hurting the 
retail dealer and his jobber it would 
be foolish to deny. But is it because 
of price alone? As for the department 
store, positively Not! The department 
store cannot afford to sell as low as the 
local retailer. He can and does make 
drives, but even that is becoming less 
frequent, and when made at all, less 
pernicious than formerly. It is very 
seldom that we now see a_ standard, 
well-known article where price is estab- 
lished, advertised by the department 
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stores at cut prices. Their special 
drives are nearly always made now on 
special goods secured especially for 
the purpose. 

As to chain stores and catalog 
houses, no doubt there is considerable 


- 





WILLARD E. ALTER 


cutting into the retailer’s profits. But 
the analysis shows that the low prices 
are mostly on nondescript goods, bank- 
rupt stocks, goods made for the pur- 
pose or on small items where the mar- 
gin of profit is large but the sales are 
small individually. The retailer can 
meet the prices im the latter case but 
he would be foolish to do so as the 
cost is more in the time and trouble 
making the sales than in the goods 
themselves. 

The proposition has been advocated 
of a systematic effort by the jobbers in 
the purchase of quantities of certain 
articles made especially cheap, but of 
good quality, on which all parties inter- 
ested in the marketing of such goods 
shall agree to sell at the lowest pos- 
sible price but at enough margin to 
cover all expenses of the business and 
a small profit as well. The thought is 
that factories are willing to put idle 





men at work making goods in assured 
quantities and assured sales and with- 
out any unnecessary embellishments, 
advertising or expensive packing. By 
selling to the jobbers in large quanti- 
ties they would be expected to sell at 
little over the cost of production. The 
jobber would be expected to handle at 
a specially low margin by being as- 
sured of the prompt turnover to the re- 
tailers. The retailers would then be 
in position to sell at a very low price 
which should meet any competition. 

This proposition may appear attrac- 
tive at first. But let us examine it 
very carefully. In the first place, 
would the retailers assure the jobbers 
of orders large enough and in sufh- 
cient number to put the jobber in posi- 
tion to handle the situation? The job- 
ber would want to be assured of prompt 
payment and no left-over stock. 

In the second place is the retailer 
not going to ruin his own trade by sell- 
ing cheap goods in place of higher 
priced goods? If the retailer sells a 
hammer at 25 cents in place of the 
one he might have sold at 50 cents, 
who wins? If he sells a 50 cent 
hatchet ‘instead of a dollar hatchet, who 
loses? It would seem as though the 
retailer might find himself playing a 
game of tails you win, heads I lose. 

And, after all, is there any assur- 
ance that the retailer can convince his 
customers that his prices would be as 
low as the organized chains? There is 
a psychological condition which makes 
the chain store price seem low. The 
public will assume their prices are 
right, but with the local dealer, the cus- 
tomer must be shown. The retailer can 
cut his prices to a ridiculous figure; 
he can reduce his profitable lines to an 
unprofitable basis; he can sell his five 
cent items at two or three for five; but 
what has he done? He has simply ad- 
vertised to his own limited community 
the fact that there is a competitor 
cheaper than himself, greater than him- 
self, whose competition he must meet. 
And will his public give him credit for 


HARDWARE AGE 














ssured 
with- 
nents, 


price 
on. 
ttrac- 
ne it 
lace, 
bers 
sufh- 
posi- 
job- 
ompt 


ailer 
sell- 
gher 
Is a 
the 
ents, 
cent 
who 
the 
ga 
e. 

sur- 
his 
> as 
e is 
ikes 
The 
are 
cus- 
can 
ire; 
an 
five 
but 
ad- 
lity 
itor 
im- 
pet. 
for 


2E 





eeneetelitl teri 





his enterprise? Will his customers buy 
from him on the cash and carry prin- 
ciple of his chain store competitor? 

It must be remembered that the 
chain store is not burdened with the 
expense caused by bulky and trouble- 
some goods and devotes its energies en- 
tirely on articles profitable to handle. 
Moreover in its individual unit it does 
not have to pay the salary of purchas- 
ing agent whose time would be taken 
up almost wholly interviewing sales- 
men. It offers little or no service. 
And it does not demand the service 
of the jobbers’ salesmen whose visits 
to the retailer have become so numer- 
ous and expensive. Can the local re- 
tailer overcome these advantages by 
any matter of price competition? 

There is one thing that must not be 
forgotten by the retailer. Competitive 
prices made by the chain store affect 
only those of the retailers’ customers 
who happen to learn of the competition. 
This may be a large part of his own 
trade or it may be but a small part. 
But any reduced price that he, himself, 
makes is going to affect all his trade. 
It will be a lowering of his entire sales 
volume and a corresponding reduction 
in his profits. Can the retailer who 
gets ten cents for a barrel bolt in- 
crease his trade by meeting a price of 
five cents? If he sells them at five 
cents he must double his sales to reach 
the same amount and there would be 
more expense in buying and selling two 
dozen than one dozen. Or suppose he 
can sell one dozen good hatchets in a 
month at a dollar each. Would it be 
advisable for him to try to get some- 
thing just as good to sell at fifty cents? 
Would he sell these in addition to the 
others or would they take the place of 
the others? Would he hurt his com- 
petitor as much as he would hurt him- 
self? 

Another angle to this proposition is 
that it is too much like a concerted ac- 
tion by retailer, jobber and manufac- 
turer to perpetuate a deplorable condi- 
tion born of misfortune. It is a wreck- 
ing proposition rather than a correct- 
ing one. Its aim is destruction rather 
than construction. The great majority 
of really vicious prices, in whatever 
lines they may be, whether chain stores, 
catalog houses, or the jobber-retailer 
system, will be found to be the result 
of some misfortune in their production. 
They may be bankrupt stock; they may 
be overproduction unloaded; they may 
be seconds. They may be the result 
of some kindhearted but misguided 
manufacturer who to keep his help 
employed, or hold his position in trade, 
is willing to operate at a loss. What- 
ever they may be they are the results 
of a state of affairs sad to contemplate. 
Let us not encourage such conditions. 

What the business constitution needs 
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is an amendment that we shall neither 
make, buy, nor sell any a-sticle that will 
not pay a living wage in its production, 
an honest profit to the maker and dis- 
tributors and be a worthy article to the 
user. 





Thank You, Mr. Lindquist 


Cuicace, ILt.—I just returned from 
a trip thru the Northwest and as a re- 
sult failed to get my copy of Harp- 
waRE AcE of April 13th and 27th until 
just now. 

Congratulations on your wonderful 
articles—the article in the form of an 
editorial, “A Challenge,” is a knock- 
out, and Mr. Gallaher’s article, “A New 
Light in the Sky for Hardware Dis- 
tribution,” is 2lso a wonder. Ii you 
fellows do not succeed in waking the 
hardware fraternity up, just put it 
down in the little book that it can’t 
be done. 

Ordinarily I am not in favor of elimi- 
nation, but if your absorption of “Good 
Hardware” which was a good little 
paper, means that you can give us 
more straight from the shoulder stuff 
you might try getting all the rest. 

E. G. Linpeuist, Secretary, 
Ace Hardware Corporation. 


Manufacturers Should Brand 
Goods ‘‘Made in America’”’ 


Cuicaco, ILtt.—Buyers thronging the 
retail stores today are asking if the 
merchandise and goods displayed on the 
counters and in show cases are made 
in America or produced in the United 
States. The “MADE IN AMERICA” 
or “BUY AMERICAN” movement has 
resulted in masses of American people 
becoming MADE IN AMERICA con- 
scious and demanding only the stand- 
ard goods made or produced by 
American workmen. 

A merchandising survey of retail 
stores including department and chain 
stores made by representatives of the 
MADE IN AMERICA Club, with 
headquarters in Chicago, disclosed that 
goods made in America are being ex- 
tensively displayed and advertised and 
that many stores carrying foreign 
merchandise do not have it on display 
but keep it behind the counters. 

Foreign made articles including 
matches, electric light bulbs, china, 
rugs, hardware, tools, shoes, rubber 
footwear, toys, sporting goods, canned 
fish, woolen yarns, leather goods and 
novelties are no longer prominently 
displayed in store windows. 

The survey disclosed that many man- 
ufacturers fail to mark their products, 
causing some confusion among the 
shoppers who are looking for an iden- 
tification mark. This entails a hard- 
ship on clerks who are asked to prove 
the origin of the goods. Of 47 differ- 


ent items examined in one store, only 
four were marked to indicate as be- 
ing made in America. 

Many retail merchants have placed 
signs in their windows or prominently 
display bulletins announcing that they 
sell only goods made in America. 

Manufacturers are being compelled 
by their customers to mark their mer- 
chandise Made in America or Made in 
U.S.A. This mark is being put on the 
merchandise as an imprint or stamp 
where possible, or by means of a sticker 
attached to the article. 

Large distributors of matches and 
chinaware have cancelled orders for 
foreign goods and for the first time in 
five years are selling the products of 
American workmen. In numerous in- 
stances factories have been reopened 
and employees put back to work by 
reason of orders received for domestic 
products as a direct result of the 
MADE IN AMERICA or BUY AMERI- 
CAN movement. 

C. S. CLark, Executive Secretary, 

Made in America Club, Inc. 


Mr. Stroota’s Letter From 
Mr. Gallaher’s Secretary 


(In a letter published in the May 11 
issue of Harpware Ace, O. W. Stroota, 
Stroota Hardware & Mercantile Co., 
Marathon, Wis., quoted part of a letter 
received from Mark Brown, secretary to 
E. B. Gallaher. Mr. Stroota had asked 
for the names of the two wholesalers re- 
ferred to in his recent article. (See H. A., 
April 13.) Mr. Brown suggests his let- 
ter be published in full. It follows. 

—Ed.) 
Dear Mr. Stroota: 

In the absence of Mr. Gallaher, I take 
pleasure in acknowledging receipt of 
your letter of April 11. 

Mr. Gallaher is away on a trip at the 
present time and not expected back un- 
til’ about May 1. 

In the meantime, I might inform you 
that the two jobbers to whom Mr. Gal- 
laher referred in his recent editorials, 
reprint copy of which I enclose, are 
Marshall-Wells, of Duluth, and Hib- 
bard-Spencer-Bartlett, of Chicago. 

We hold no brief for either company, 
though we are prepared to say that each 
of them is doing a fine jcb for its deal- 
ers along the new lines indicated by Mr. 
Gallaher. 

We might state further, however, that 
there are a good many jobbers through- 
out the country, possibly some in your 
own locality, who are actively at work 
redesigning their business to offer simi- 
lar service. 

Thanking you for your letter, and 
with our very best wishes, we are, 

Mark E. Brown, 
Secretary to Mr. Gallaher, 
Clover Mfg Co. 
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A REGULAR FEATURE 
OF HARDWARE AGE 


ow’s ne Hardware Business? 


Interpreting for hardware 
men, such basic factors as 
crop outlook. freight car 
loadings, circulation of 
money, building progress, 
employment, ete., and 
dealing with specific price 
trends, demand for mer- 
chandise, shortages and 
future outlook as reflected 
by the study of the na- 
tional hardware market 
situation. 











The most heartening current 
news is the sharp upturn reported for 
last month in factory employment and 
payrolls in each of the great industrial 
states. This was contrary to the usual 
April trend, and the betterment is be- 


ing emphasized in early May reports. 


The handicap to recovery imposed by 

the millions of unemployed is being 

steadily, if slowly, reduced as industry 

resumes operations, and the sharp check 

on “idle” consumer demand is easing. 
* & ® 


New York factory workers, to 
the number of 16,600 net, went back 
to work in April—an estimate of the 
state department of labor, based upon 
the reports of 1560 plants. Factory 
employment registered an increase of 
2.7 per cent, although seasonal declines 
usually take place in April. Payroll 
totals rose 4.4 per cent. As compared 
with April, 1932, the number of em- 
ployed factory workers in New York 
was 11.3 per cent lower, and the total 
amount of wages paid out was 20 per 
cent less. 

* * # 

Factory employment in Penn- 
sylvania increased 1 per cent and wage 
payments 5 per cent from the middle 
of March to the middle of April, the 
Federal Reserve Bank of Philadelphia 
reports. Based on figures from 785 rep- 
resentative manufacturing plants, oper- 
ating time also showed a gain of 7 per 
cent during the 30-day period. The May 
rate, thus far, is even more encouraging. 

x * * 


In the Chicago and Gary district, 
the increase in steel operations alone 
was said to have raised payrolls more 
than $800,000 for the month. C. F. 
Blackmer, president of the American 
Steel and Wire Company, is quoted as 
saying recently that his company was 
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With Which is Combined 


BUSINESS 











_____ HIGHLIGHTS 


A FEATURE OF GOOD HARDWARE 


busier than at any time in a year or 
more, and is operating between 45 and 
50 per cent. 
* * * 

Unemployment on the farm is 
somewhat improved. News from all sec- 
tions indicates that farm hiring for 
spring work is slightly higher than in 
1932. Farm workers are more inclined 
to take the wages they are offered this 
year, and the farmers’ cash difficulties 
are not as acute as last season. The 
weather factor, too, has created more 
need for farm assistance. 


* * * 


Speculative markets have shown 
further advances, but there is a more 
definite caution in business circles 
toward keeping price expansion within 
safe limits. Consumer demand is be- 
ing watched and nursed, and few sellers 
will run unnecessary risk of discourag- 
ing the awakening buying interest. As 
long as retail prices generally persist 
at a low level, the increased dollar vol- 
ume indicates a continued rise in unit 
turnover. 

* * * 


Some of the rush of recovery 
from the March “lows” in trade and 
industry has eased off, but any present 
hesitation in business planning is _ in- 
telligent and cautious—no longer based 
on unreasoning fear. Care is being ex- 
ercised as to future commitments, but 
sentiment has turned quite optimistic, 
and favors going ahead constructively. 
Expectation of some reaction in prices 
and operations is present as a definitely 
healthy influence. 

* * * 


Some department store buyers 
are said to be covering requirements as 
far ahead as possible, in some lines as 
far as next Christmas. One firm has 
given its buyers permission to cover up 


to next February in certain lines. One 
attempt to cover until June 30th on 
sports goods resulted in the refusal of 
manufacturers to make any promises. 
The complete reversal of conditions, 
from a buyers’ market to a sellers’ mar- 
ket, gives hope that the speculative up- 
turn in the last few weeks is the fore- 
runner of a lasting business advance. 


* * * 


Several major industries, includ- 
ing steel, automobiles and bituminous 
coal, were at an improved operating 
rate compared with the corresponding 
period of 1932, and nearly all other 
outstanding business indicators ad- 
vanced close to last year’s level. 

* * *% 


Substantial gains were noted in 
steel mill activity, electric power, auto- 
mobile production, lumber production, 
and in cotton forwardings, while the 
only recession was a small drop in car 
loadings. . Marketings of agricultural 
products expanded during the week, 
cotton and wheat to a larger extent than 
live stock. Hog receipts were lower 
than a week ago, but all classes were 
higher than last year. 

* * * 


Retail sales of automobiles for 
April represented a gain of 15 per cent 
over April, 1932. It is said the sharp- 
est rise in retail sales occurred during 
the closing week in April, and is being 
carried through into May. The sales 
exceeded production by at least ten per 
cent, and if continued this will require 
an increase in forthcoming production 
schedules of a number of manufactur- 
ers. Used car stocks as of May Ist 
were reported 35 per cent less than on 
May 1, 1932. 


* & 
The only major activity which 


continues sluggish in operations is the 


HARDWARE AGE 


ee rE 


ae 


eer 


bans 








F 
: 
k 
ie 


ar- 
Ip- 
re- 


SM it 1 ad ng 


ePitt 8tn 


ak Soe 


ee so be 








i 
E 
' 
& 





building industry, which seems to be 
missing most of the usual seasonal rise 
at this time. For the early future, how- 
ever, building prospects are better, and 
in a few weeks should register important 
gains. 

Brighter spots of contrast are 
even now appearing in construction sta- 
tistics. For example, the largest number 
of building permits was issued in April 
of any month in two years, according 
to the building commissioner at Cleve- 
land, Ohio. April construction projects 
in Illinois showed a 19 per cent increase 
over the previous month, despite a 29 
per cent decline in non-residential build- 
ing. There was a remarkable 84 per 
cent gain in residential construction and 
a gain of 59 per cent in rehabilitation 
projects. 

* * & 

Activity in electrical appliances 
is greatly improved. While there has 
been some gain in the last 30 days in 
the sales of industrial machinery—par- 
ticularly small motors, switchboards, 
batteries, and maintenance materials— 
the bulk of distribution has centered in 
washers, vacuum cleaners, clocks, irons 
and table appliances. 

* * * 


Peak activity since June, 1931, 
is reported in the leading steel produc- 
ing areas, although the upward swing 
has lost its rapid momentum. The pres- 
ent rate of production in the Cleveland 
district reached last week 54 per cent, 
the highest in two years. In the pre- 
ceding week the rate was 48 per cent 
and a month ago it was only 33 per 
cent. 

* * * 


“Iron Age” reports the national 
average of steel output has risen 35 
per cent, compared to the preceding 
week’s 31 per cent, and the April aver- 
age of 2414 per cent. A good portion 
of the increase has resulted from or- 
ders from the automotive industry, 
though all sorts of consuming plants, 
which had long been idle, are renewing 
operations and ordering supplies of 
steel. Railroads are still very small 
buyers. Sheets and tin plate are prob- 
ably the most active sellers today of all 
the staple steel classes. 

* & * 


Price advances in steel are in the 
offing, and announcements are expected 
almost daily, affecting chiefly third 
quarter buying. Wire products, nails, 
etc., are likely to be among the earliest 
changed. There is talk of an advance 
also in the heavy rolled, products, bars, 
shapes and plates. Although pipe was 
reduced so lately as March 29th there 
are already rumors of an upturn. There 
is ground also for rise in tin plate, par- 
ticularly on account of the rise of 12 
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to 13 cents in the pig tin market since 
the tin plate price was announced No- 
vember 17, 1932. 

x * * 


Domestic cotton mill activity is at 
the highest rate since January, 1930, and 
has made marked advances during the 
last few weeks. During the first part 
of May domestic mills operated at about 
par (100 per cent), based on the rate 
of daily operations from 1922 to 1927. 
This compares with an index of 92 in 
April, 61 in May last year and 86 two 
years ago. 

* * * 

Improvement in Woolworth sales 
in April over March amounted to 14 
per cent, one of the sharpest gains 
scored by the company in month-to- 
month figures in some time. The de- 
cline from the like month in 1932 was 
cut to 2.8 per cent, the narrowest gap 
in the monthly comparison for a long 
time. 

* * * 

Thirty-five hundred employees of 
the National Cash Register Company, 
who recently went on a five-day week, 
eight hours a day schedule, will con- 
tinue to work on that basis for an in- 
definite time. according to officials of 
the company. This schedule is virtu- 
ally double that in effect six months ago. 

* * * 

Wage increases are showing in 
numerous - almost the first 
changes in the long downward slump 
in the nation’s pay envelopes. Incidents 
of such changes are rather too many to 
mention, but here are a few typical 
items. About 260 workmen employed by 
the Armstrong Rubber company, tire 
manufacturers, at New Haven, Conn., 
have had their wages increased 10 per 
cent. Operations of the company are 
on a twenty-four hour schedule. 

The Swift and Armour packing 
plants at Fort Worth, Texas, report 
pay of employees has been increased 
10 per cent. Wages of 200 employees 
of Dresswell Shirts, Inc., in New York 
and Connecticut have been increased 
from 714 to 10 per cent. The Dwight 
Manufacturing Company cotton mills 
at Gadsden, Ala., increased wages 1214 
per cent to the 1929 level. The Artistic 
Shirt Company of Albany, with more 
than 2000 employees in Albany, Troy. 
Kingston, and New York City, an- 
nounced wage increases of 10 per cent. 
The Planters Nut and Chocolate Com- 
pany at Suffolk, Va., announced that it 
is raising the pay of its 700 employees 
20 per cent, effective at once. 


spots 


* * * 

The Lowell, Mass., silk mills an- 
nounced a 10 per cent increase in wages 
for 1,200 employees. From the same 
city came the report that the Leather 
Workers Union, which has been nego- 


tiating with the American Hide and 
Leather Company for several days, have 
agreed to accept the company’s offer of 
a 10 per cent wage increase, effective 
May 22nd. * & 

Improvement in wholesale col- 
lections throughout the country is re- 
ported in a survey made by the National 
Association of Credit Men, based on 
monthly reports from correspondents in 
104 larger centers scattered over forty- 
eight states. 

With currency and gold flowing 
back into the banks and augmenting 
their reserves, the last traces of mone- 
tary strain have been disappearing from 
the financial centers, and money rates 
have dropped down to levels approach- 
ing the low points of January. The 
chief difficulty continues to be to find 
safe employment for the large amount 
of funds available. 

* * * 

Checking operations reported by 
Federal Reserve banks are only 6 per 
cent below the corresponding week of 
last year. All but about $3,000,000,000 
of the nation’s $43,000,000.,000 in bank 
deposits now have been made available 
to their owners on a normal basis. More 
than 14,000 of the 18,000 banks closed 
by the national holiday early in March 
have reopened, the 4,000 still closed be- 
ing chiefly the smaller institutions. 

* * * 

Freight car loadings in the 
United States are rapidly approaching 
the level of a year ago. In the first 
week of May, traffic volume came closer 
to equalling the preceding year than 
at any other time since the start of the 
depression. Report of the American 
Railway Association for the second May 
week is expected to show an increase 
over 1932, which would be the first gain 
over the previous year since September, 
1929. 

' * * * 

Production of electric power in 
the United States in the week ended 
May 6th increased one-half of 1 per 
cent over the corresponding week of 
1932, the first time in 151 weeks that 
a gain over the preceding year has 
been registered. This increased use of 
power reflects industrial betterment par- 
ticularly in the east. 

* * *% 

Reports from chain stores for 
April show that previous losses were 
sharply reduced, and in some instances 
increases were noted for the first time 
in a long period. A compilation of ten 
chains and one mail-order house dis- 
closed a decline of only 4.64 per cent. 
April sales of Montgomery Ward were 
just 3.6 per cent below last year. 

* * & 

Paint brush manufacturers have 

withdrawn prices for their own protec- 
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tion, due to the advance in silver ex- 
change on purchases in China. The cost 
of raw bristles is much higher, and is 
expected to be soon shown in quotations 
on the finished brushes. 


* x * 


Lawn fencings and posts, and 
particularly flower bed border, have 
surprised the manufacturers and jobbers 
by their increase in demand. Some 
leading producers have been barely able 
to keep up with the rush of these orders. 


” *% * 


A rise in ingot copper on May 
12th carried the price to seven cents. 
At the same time leading fabricators 
advanced prices on sheets, and on bare, 
weatherproof and magnetic copper wire 
1% cent a pound. 

There is felt to be a strong possi- 
bility of an advance on BX armored 
cable, and on electrical sockets and 
switches. 

* *% * 

Prices on solder and babbitt 
metals have been responding closely to 
the repeated and sharp advances in 
lead and particularly in tin. The rise 
in cost of the standard 50-50 bar solder 
during the month ending May 10th was 
about six cents per pound, or 33 1/3 


per cent. 
* * 


Core solders, of the leading 
brands, in pound spools, have advanced 
three to five cents per pound. Whole- 
salers have had to pass along changes 
on these basic metals lines as fast as 
received, for surplus supplies are sel- 
dom carried. 

” * * 


Cast Sash Weights have been 
selling recently below cost of produc- 
tion, due to very light demand. New 
quotations this month are up ten per 
cent or more, and sales have been much 


better. 
* * * 


Steel game traps have been offi- 
cially reduced by leading makers, to 
the price schedule preceding the ad- 
vance of last summer. Many whole- 
salers, by reason of contract purchases, 
had never placed last year’s higher 
schedule in effect, so the official low- 
ering about meets the actual figures at 
which 1932 fall business was trans- 


acted. 
* * * 


Heavy prevailing rains have 
cleaned out many early stocks of lawn 
mowers, and dealers have reordered 
earlier than for several seasons. Confi- 
dence in current values, which are felt 
to be too low to last, has had much to 
do with freer purchasing. 


* * * 


The revival of bicycling, both as 
a necessity and an amusement, has 
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helped not only bicycle sales, but the 
bicycle tire business. A news dispatch 
from Indianapolis mentions that fac- 
tories there are working night and day 
in order to turn out 5,000 tires each 
twenty-four hours. 


- ¢ © 


Malleable and cast pipe fittings 
were increased ten per cent in price on 
May 10th, and a recent mark-up on brass 
fittings and valves amounted to five per 
cent. Pipe tools are raised, also about 


ten per cent. 
* * * 


Paint sellers are interested in the 
news that shellac is advancing again, 
with further strengthening in prospect. 
Linseed oil and turpentine are still 
heading upward. 


* %* * 


Leather prices are strong, and 
the merchants feel that an increase of 
20 to 25 per cent in shoe prices within 
sixty to ninety days would not be at 
all unexpected. Sole leather, marked 
up another cent a pound, was selling 
May 13th at about nine cents per pound, 
or 43 per cent, above quotations effec- 
tive six to eight weeks previous. 


* %* * 


Warm weather goods are start- 
ing to sell with fair volume. Low- 
priced electric fans bid fair to match 
last season’s great popularity, and 
there is said to be a growing call for 
garden furniture, porch supplies, bever- 
age sets, and for all sorts of outing 


equipment. 
* * * 


Food and meat chopper dumping 
on the part of Czechoslovakia has been 


denied for lack of evidence. For some’ 


time appraisement of invoices has been 
suspended during the progress of an 
investigation into complaints of sus- 
pected dumping, but Customs Collectors 
were recently instructed to proceed with 
the work, as Secretary of the Treasury 
William H. Woodin has declined to issue 
a finding on the ground that the evi- 
dence does not warrant such a step. 


Caster making concern on in- 
creased schedule. The Schatz Mfg. Co., 
Poughkeepsie, N. Y., caster manufac- 
turers, and an associated concern the 
Federal Bearings Co., are now employ- 
ing about 600 persons. Herrman A. 
Schatz, president, reports that the com- 
pany has been operating on a five-day 
schedule for the past six or seven weeks. 
Prior to that time the company was on 
a part time schedule. “We are having 
an encouraging step-up in business,” 
said Mr. Schatz, “if things keep as 
bright as they are now we will have more 
reason to be encouraged.” 


Beer helps cream separator com- 
pany. With the demand for a new large 
size power cream separator, which is 
widely used in cheese making establish- 
ments, stimulated greatly, although in- 
directly by the return of beer, the 
DeLaval Separator Co., Poughkeepsie, 
N. Y., has resumed a regular operating 
schedule in its plant. Until recently, 
most departments of the plant were op- 
erated on an every-other-week basis. 
The company is now employing more 
than 500 workers. 


ee @ * 


Tire plants are humming and a 
second price advance is rumored. 
Among the tire plants now operating 
on full time schedules of four six-hour 
shifts and six-day weeks are: Goodyear, 
Firestone, Goodrich, General, Seiber- 
ling, India, Falls, Fisk, and Kelly- 
Springfield. The Mohawk plant is op- 
erating 24 hours daily seven days a 
week. Accompanying the increased tire 
production is a rumor of an early 5 per 
cent advance in prices in addition to 
the increase recently announced. 


* * 


Hardware manufacturers are 
using more steel. The May 11th issue 
of The Iron Age reports that among 
the steadily increasing number of mis- 
cellaneous outlets for steel becoming ac- 
tive are producers of washing machines, 
metal sinks, beer bottle cases, kitchen 
utensils, refrigerators and stoves. 


* + 


Toy makers adopt price advance 
protection. Prompted by the advice 
offered by their association and others, 
most manufacturers of toys are taking 
the precaution of protecting themselves 
on price quotations and on memo orders. 
It is said that the policy of refusing to 
guarantee prices was generally followed 
at the recent Chicago Toy Fair. 


* + 


April department store sales re- 
flected substantial improvement, as com- 
pared with preceding months, in a re- 
port issued by the Federal Reserve 
Board. As compared with the same 
month of last year April sales were 
only 9 per cent smaller, while for the 
first four months of the year the de- 
cline averaged 22 per cent. The state- 
ment was based on reports from 469 
department stores in 227 leading cities. 

* * * 


Credit Executive Foresees Sharp 
Rise in Price Level. In addressing the 
Syracuse, N. Y., Association of Credit 
Men on May 16, E. B. Moran of the 
National Association of Credit Men, 
said: “The price level of general mer- 
chandise and commodities will increase 
fully 20, and possibly 25, per cent, be- 

(Continued on page 47) 
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WILLIAM GEORGE STELTZ ELECTED PRES. 
OF SUPPLEE-BIDDLE HARDWARE CO. 


William George Steltz, well 
known to the hardware trade as 
one of the most promising of the 
rising younger generation of 
leaders, was elected president of 
the Supplee-Biddle Hardware 
Company, Philadelphia, on May 
9, 1933. Formerly vice-president 
and general sales manager, he 
succeeds William B. Munroe 
whom sudden death removed 
from office after being associated 
with the company for more than 
fourteen years. 

Mr. Steltz’ election to the 
presidency of one of the coun- 
try’s largest wholesale hardware 
houses established 96 years ago 
crowns an inspirationally suc- 
cessful business career which 
began twenty-seven years ago 
when at the age of thirteen 
“Billy” Steltz entered the employ 
of the company as an office boy. 

Mr. Steltz passed several years 
in various departments of the 
business. Alfred Klein, a major 
executive, now a Vice President 
and Director of Supplee-Biddle 


Hardware Co., became interested |- 


in him and persuaded him to 
continue his schooling in order 
to fit himself for the more re- 
sponsible duties which his in- 
quiring mind, capacity for hard 
work, and ability to think quick- 
ly and to the point, seemed to fit 
him. 

Nine years of study at night 
school followed, during which 
the young man’s enthusiasm for 
the business and increasing abil- 
ity brought rapid promotion. Mr. 
Klein’s correct estimate of his 
young protege’s capacities was 
proved when he was picked as 
assistant sales manager of the 
company. It was proved again 
when in 1927 at the age of 
thirty-four he was elected vice- 
president of the company, re- 
taining his former duties in 
addition to the new ones he 
assumed. 

Mr. Steltz has built his success 
largely upon courage, clear 
thinking, ability to see the other 
person’s point of view, and above 
all upon sincere interest in his 
work, together with a willingness 
to devote his whole effort to it. 
With these qualities he possesses 
a contagious enthusiasm which 
he is able to communicate to 
others in a remarkable degree. 
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His ability to understand the 
customer’s problems and needs, 
and his ability to train and in- 
spire others to sell, made him a 
very successful sales manager. 

“Billy” Steltz’ past career 
assures his many friends that the 





W. G. STELTZ 


future of the Supplee-Biddle 
Hardware Company is in capable 
executive hands. 

The company was founded in 
1837 at 131 Market St. (then 
known as 47 High St.) as the 
R. and W. C. Biddle Co., which 
subsequently became the Biddle 
Hardware Co. On January 1, 
1914, a consolidation with the 
Supplee Hardware Co. took place 
and the new company was in- 
corporated as Supplee-Biddle 
Hardware Co. 

Charles M. Biddle, Jr., and 
Alfred Klein are vice-presidents 
of the company. Llewellyn A. 
Hoeflich is  secretary-treasurer, 
while Harry C. Barnes is assist- 
ant treasurer. 


MOHAWK VALLEY ASSN. 
DISCUSSES SALES TAX 


Members of the Mohawk Val- 
ley Hardware Association met 
May 11 at the Mohawk Valley 
Country Club, Herkimer, N. Y., 
with William Kellmurray, presi- 
dent of the association, conduct- 
ing the meeting. Sherrill Sher- 
man, Roberts Hardware Co., 
Utica, N. Y., spoke on the sub- 
ject, “The Viewpoint of a New- 
comer to the Hardware Field.” 





He also conducted a lengthy 
discussion on the New York 
State retail sales tax. Secretary 
John B. Foley and field secretary 
George G. Hoy, of the New York 
State association, told of rulings 
that have thus far been released 
on the sales tax. 

A committee was appointed to 
make arrangements for the June 
meeting. 


HOWARD MacCARTHY, JR. 
HAS OWN BUSINESS 


Howard MacCarthy, Jr., for 
the past seven years in charge 
of the builders hardware divi- 
sion of the Eastern Hardware & 
Supply Co., Baltimore, Md., has 
established MacCarthy  Hard- 
ware, 9 E. Pleasant St., Balti- 
more. MacCarthy Hardware will 
operate as a specialized contract 
sales organization distributing 
Sargent & Co. builders hardware 
and featuring special decora- 
tive hardware of imported and 
original designs. 


NATIONAL LEAD HOST 
TO CINCINNATI PAINTERS 


Two hundred and twenty mas- 
ter painters and paint dealers in 
Cincinnati and vicinity were 
guests May 8 of the National 
Lead Co. at the Hotel Alms. 
The program was in charge of 
O. E. De La Croix and Jack 
Isham, representatives of the 
company. Mr. De La Croix dem- 
onstrated the company’s prod- 
ucts and their application to in- 
terior surfaces. The meeting 
closed with a discussion of paint- 
ers’ problems. 


GEORGE MANAGES TEXAS 
HARDWARE INSURANCE 


Henry George has been ap- 
pointed manager of the Texas 
Hardware Mutual Fire Insurance 
Co., with headquarters in the 
Fidelity Union Bldg., Dallas, 
Tex. Since 1903 Mr. George has 
been in the insurance business, 
having been connected with sev- 
eral companies during that time. 
He joined the Texas Hardware 
Mutual Fire Insurance Co. in 
1932, having been with the In- 
surance Co. of North America 
prior to that time. 


TAYLOR INSTRUMENT 
HAS NEW SALES POLICY 
With the distribution of its 
new catalog, which has _ been 
sent to all retail accounts, the 
Taylor Instrument Companies of 
Rochester, N. Y., announces a 
sales policy which provides for 
distribution of its products to 
the retail hardware and retail 
drug trades through the whole- 
saler exclusively. Formerly the 
company accepted orders from 
both retail and wholesale con- 
cerns. As rapidly as possible, 
retail accounts will be diverted 
to the wholesaler and ultimately 
the company will discontinue all 
but promotional effort as far as 
the retail trade is concerned. 
Most of the retail business will 
pass at once to the wholesaler. 
The new catalog shows a com- 
pletely revamped and up-to-date 
line. All kinds of thermometers 
as well as barometers, stormo- 
guides, compasses, hydrometers, 
humidiguides, hygrometers and 
weather bureau instruments are 
made by the company. Its in- 
dustrial division -produces all 
types of instruments for indi- 
cating and regulating tempera- 
ture, pressure and humidity. 


THE NUTMEGGERS MEET 
WITH DEALERS 

The Nutmeggers held a joint 
meeting with members of the 
Connecticut Hardware Associa- 
tion at the Hartford Club, May 
10, which was presided over by 
Edward Swift, president of The 
Nutmeggers. K. Zollner, Wick- 
wire Spencer Steel Co., New 
York City, exhibited a film on 
the manufacture of wire cloth. 
Plans were made for an outing 
June 14 in charge of R. H. Os- 
good, Walter K. Hoffman, J. T. 
McCulloch, Howard M. Knapp 
and Earl J. Hopwood. 

Among the guests were Stan- 
ley Mott, president, Connecticut 
Paint Salesmen’s Club; Merritt 
W. Treat, president Connecticut 
Hardware Association, and Chas. 
Freeman, secretary of the Con- 
necticut association. John H. 
Tracy, president, and Louis J. 
Haas, vice-president of The 
Hardware Boosters, New York 





City, represented the Boosters at 
| the meeting. 
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OTT SUCCEEDS LUCAS 


AS PACIFIC NORTHWEST 


ASSN. SECRETARY 


E. E. Lucas was recently suc- 


ceeded by J. N. Ott, past presi- | 
dent, Pacific Northwest Hard- 
ware & Implement Association 


as secretary-treasurer of that as- 
sociation. Mr. Lucas continues 
as secretary for the Oregon and 
Idaho associations. 
secretary of the 
tions for many 


associa- 


three 
yeais. 





E. E. 


LUCAS 


VON THADEN & MEYER 
TO CLOSE BUSINESS 
Von Thaden & Meyer, 


wholesale hardware distributors. 


Inc. 


73 Murray St., New York City. | 


will discontinue business. 


CASCO HAS NEW PLANT 
IN SEATTLE, WASH. 
The 


Casein 


Casco Division, 
Mfg. Co. of America, 
Inc., New York City, has opened 
a new factory for the manufac- 
ture of Casco Waterproof Glue. 
in Seattle, Wash., under the di- 
rection of C. S. Leonardson. The 
new operation is especially de- 
signed to meet the needs of the 
fir and pine plywood industry on 
the Pacific coast. 


. PITTSBURGH PLATE 
GLASS CO. ELECTS 
CURRIER TREASURER 


F. W. Currier, for many 
years Minneapolis, Minn., and 
northwest manager for the 


Pittsburgh Plate Glass Co., has 


been elected treasurer of the 
company with headquarters in 
Pittsburgh, Pa. He has spent | 


his entire business career with 
the Pittsburgh Plate Glass Co. 


DISCUSS SALES TAX AT 
ROCHESTER MEETING 


Members of the 
Hardware Association 
lively discussion 
York State retail 
May 10 meeting held at 


Rochester 
held a 
on the New 
sales tax at 


the 
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He had been | 


| lumber 


| Fuller 


The | 


| Hotel Rochester, N. Y. A 
| proposal from the local light 
/and gas company for more co- 
| operation between dealers and 
|the power company was discus- 
sed. The association decided to 
have a committee of dealers meet 


with officers of the lighting com- | 


| pany in an endeavor to make 
| possible the plan outlined. 
| Plans were made for the an- 


nual outing of the group to be 


held during the summer, under | 


the chairmanship of Edwin J. 
Snager. 


GAVIN CELEBRATES 52 
YEARS IN BUSINESS 


William T. Gavin, Gavin Hard- 
ware Co., 27 Mechanic St., Leo- 


| Co, 


| minster, Mass., recently  cele- 
| brated his fifty-second annivers- 
| ary in the hardware business | 


| with a special sale. Mr. Gavin 
first went to work in a erocery 
Isaac C. Wright, 
After a 
hardware 


ware store of 
Fitchburg, Mass. 
nership in the 
business with 
and Fred Johnson 
| dissolved by mutual consent 


and 


was 
» Mr. 


Gavin started his own business. 


| store, later working for the hard- | 


part- | 


W. A.| 


He built the store in which he is | 


| now doing business in 1911. 


PAINT CLUB HEARS 
MERCHANDISING TALK 


William H. Jarden, Jr., presi- 
dent, McCloskey Varnish Co., 
| Philadelphia, Pa., addressed the 
May 10 meeting of the Philadel- 
phia Paint, Oil & Varn'sh Club, 
at the Bellevue-Stratford Hotel, 


Merchandising.” He stated that 
there are two main factors in 
unprofitable merchandising; the 
small manufacturer who sells at 
| cost or less in ignorance of the 
| actual cost and the large manu- 
facturer of national scope who 
sells at cost or less, choosing to 
disregard his cost. 


representative, E. I. du Pont de 
Nemours & Co., made a _ brief 
talk in which he agreed with 
Mr. Jarden. 

BUFFALO PAINT CLUB 
TO FIGHT RACKETEERS 

At a special meeting of the 
board of directors of the Buffalo 
Paint, Oil & Varnish Club on 
May 1, $50 was contributed by 


| the organization and an equal 


amount by the directors as indi- 
viduals to combat paint rack- 
eteering in that city. Carl Nagel, 
Ellicott Paint Co., chairman of 
the club’s special jobbers com- 
mittee, reported that the city is 
being flooded with paint priced 
below $1 a gallon but advertised 
as of first quality finish. Mr. 
Nagel was named as chairman 





on the subject of “Unprofitable | 


of a committee to use the $100 | TEW AGAIN PRESIDENT 


fund to best advantage in making 
known the facts regarding this 
pant. The committee conferred 
with the Buffalo Better Business 
Bureau seeking ways and means 
of accomplishing their purpose. 


G. H. PRIEST, JR., HEADS 


ST. LOUIS PAINT CLUB 
G. H. Priest, Jr., American 
Paint Journal Co., has _ been 


elected president of the St. Louis 
Paint, Oil & Varnish Club, sue- 
ceeding Oliver J. Biddle, Biddle 
who was elected vice-presi- 
dent. D. L. Rummel, Cook Paint 
& Varnish Co., was elected treas- 
urer, while R. J. Ferree, Na- 
tional Lead Co., was named sec- 


retary. The following new di- 
rectors were elected: Frank 
Clarke, Pittsburgh Plate Glass 
Co.; C. H. Moran, Reardon Co.: 
Clarence Robbins, A. Robbins 
Varnish Co.; F. W. Phelan. 
Phelan- Faust Paint Mfg. Co., 
and B. P. Temmeyer, Eagle- 


Picher Lead Co. 


JOHN MILLEN HARDWARE 
25 YEARS IN BUSINESS 
The John Millen Hardware 

store, 1219 Wilmette Ave., Wil- 

mette, Ill., has been in busi- 


ness in that town for twenty- 


| five years, having moved to its 


present location in 1923. 
to entering his 
Mr. Millen 
for fifteen years with Connor’: 
Hardware, Evanston, III. 


ous 


ness 


CHICAGO ASSN. HEARS 
TALK ON INFLATION 


At the May meeting of the 
Chicago Retail Hardware Asso- 


| ciation, held in the Merchandise 





Mart, Chicago, IIl., F. J. Nichols, 
National Cash Register Co., ad- 
dressed a large group of hard- 
are merchants on the subject: 
“How inflation will affect the 


os | Pig re 
Bernard Wilson, eastern sales | hardware retailer. 


Mr. Nichols urged the hard- 
ware merchant to get busy and 
buy now because of the inflation 
in prices. He believes prices are 


going up and that there will be 


a shortage of merchandise with- 
in the next sixty days. He 
thoroughly discussed the matter 
of management and store 
arrangement. Luncheon followed 
the meeting. 


MOVES HEADQUARTERS 


David N. Winner, electrical and 
hardware specialties manufactur- 
ers’ representative, has moved his 
headquarters from 252 Brooklyn 
Avenue, Brooklyn, N. Y., to 1030 
Park Place, Brooklyn. 

Mr. Winner represents Fate- 
Root-Health Co., Plymouth, Ohio, 
as well as other lines. 


| 


| 


| electrical 


Previ- | 
own busi- | 
was connected | 


OF B. F. GOODRICH CO. 


James D. Tew was reelected 
president of The B. F. Goodrich 
Co., Akron, Ohio, at the annual 


meeting of the board of direc- 


tors held in New York City on 
May 3. J. J. Newman, assistant 
to the president since last 
April, was elected a vice-presi- 
dent. Charles C. McCain, 
George M. Moffett, R. S. Rauch. 
Mr. Tew, W. D. Ticknor and 
J. B. Tomkinson were reelected 
directors. The entire executive 
roster of the company was re- 
named by the directors. 

OPEN NEW PLASTIC 

PRODUCTS PLANT 


Synthetic Moulded Products, 
Inc., has opened its new plant at 
Stonington, Conn., with new ma- 
chine equipment throughout. The 
company makes moulded parts, 
insulations, novelty motildings, 
apparatus parts, etc. 
The initial building is a modern 
brick structure housing both the 
office and manufacturing depart- 
ments. 


MACPHERSON PRES. 
GENERAL PUMP CO. 


J. H. Macpherson, well-known 


pump and engine sales execu- 
tive and distributor in the cen- 
tral California territory, has 
established the General Pump 
Co., 180 Townsend St., San 
| Francisco, Calif., with a stock of 
pumps, pressure systems, pipe 
valves, lawn sprinklers, wood 
| saws, engines, etc. For many 


years Mr. Macpherson was man- 


| ager of the pump and engine de- 





partment of the Crane Co., San 
Francisco branch. 
HARFORD, SUPERNAND 
FORM H. & S. SALES 


F. R. Harford and H. S. 
Supernand have formed the H. & 
S. Sales Co., manufacturers’ rep- 
resentatives, with offices at 912 
E. 3rd St., Los Angeles, Cal. 


LOS ANGELES POT & 
KETTLE ACTIVITIES 


The May 9 meeting of the Los 
Angeles Pot & Kettle Club, Los 
Angeles, Cal., was in the form 
of a Father and Sons Day, under 
the sponsorship of B. J. Badham, 
Sr., father of the president, Jack 
Badham. The next big event in 
which the Los Angeles Pot & 
Kettle Club will participate in is 
the Pot & Kettle Club annual 
convention to be held in Paso 
Robles, Cal., which will be an 
informal get-together. Business 
sessions, delegates’ luncheon, 
election of national officers and a 
dinner dance will be on the pro- 
gram. 
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CLEMSON BROS. FIFTY 


‘The year 1933 marks the | 
fiftieth anniversary of the Star | 
hack saw and of Clemson Bros., | 
Inc., Middletown, N. Y. In- 
vented by George N. Clemson, a 
pioneer in the metal-cutting in- 
dustry, the development of the 
Star hack saw actually started | 
as early as 1869 when Mr. 


Clemson entered the firm of | 
Wheeler, Madden & Clemson | 
with which his father, William 


Clemson, had been identified for | 
over thirty years. 

George N. Clemson was, like 
his father, an inventive genius 
and in following this line of 
endeavor, conceived the idea and 
seriously employed his time 
working on the problems of de- 
veloping a saw to cut metal. His 
first shop was a room set apart 
in his father’s barn at the rear 
of his boyhood home. 


It was in 
that room that George N. Clem- 
son first made Star bracket saws. 
The Star hack saw blade was 
also first made in the same room. 
Previous to Mr. Clemson’s in- | 
vention, there was no set in saw 
teeth and it was necessary to file 
the teeth after every cut of 1 in. | 
iron, these saws being of English 
manufacture. 

The firm of Clemson Bros. 
was organized in 1879 but was 
not established for doing busi- 
ness until 1883. George N. Clem- 
son continued to head his com- 
pany as president until his death | 


A. E. MIZE RETIRES 
AS ATCHISON MAYOR 


A. E. Mize, president, Blish, 
Mize & Silliman, Hardware Co.. 
Atchison, Kan., recently resigned 
as mayor at Atchison, Kan., al- 
though he still retains office as 
one of the three commissioners. 
Atchison operates under a com- 
mission form of government. 
with a commission of three mem- 
bers. Mr. Mize was elected head 
of the commission which auto- 
matically made him mayor of the 
city. By his resignation the of- 
fice of mayor has been given to 
his successor as chairman of the 
committee. 





| manufacturers of 


YEARS IN BUSINESS 
in 1930. His 


son, 
dent of the company. William 
E. Cross, son-in-law of the found- 
er is vice-president in charge of 
sales. He has been with the 
company since 1916 and is a 
past president of the Hack Saw 





W. E. CROSS 


Manufacturers’ Association of 
America. 

Until 1920 Star hack saw 
blades were distributed  exclu- 
sively through the Millers Falls 
Co., Millers Falls, Mass., as a 
part of their line. It was under 
Mr. Cross’ direction that Clem- 
son Bros. set up its own sales 
organization in 1920. 





STAUBER DIVISION ACE 
STORE, 60 YEARS OLD 


Ace Stores will celebrate the | 


sixtieth anniversary of their 
Louis Stauber Hardware Divi- 
sion with a convention and party 
on May 26. Participation by 
the other thirty-five stores in 
the organization will assure an 
interesting occasion. Retailers. 
wholesalers and manufacturers 
are welcome to attend. 


PHEOLL MFG. CO. MOVES 
NEW YORK OFFICES 
Pheoll Mfg. Co., Chicago, IIL, 

machine and 


| cap screws, stove bolts, machine 


CLEVELAND CONTAINER | 
PROMOTES JACOBS 


Fred B. Jacobs, who has been 
identified with the abrasive in- 
dustry for the past twenty-five 
years, has become general sales 
and advertising manager of the 
abrasive division of the Cleve- 
land Container Co., Cleveland. 
He was at one time associated 
with the Carborundum Co. and 
with the Abrasive Co., and was 
editor of Abrasive Industry from 


1920 to 1932. 


MAY 25, 1933 


screw nuts, etc., has moved its 
New York offices and warehouse 
from Bush Terminal, Brooklyn, 
N. Y., to 78-80 Walker St., New 
York City. A. H. Quick is dis- 
trict manager. 


PRESENTS 50 YEAR OLD 
BUSINESS TO HIS SON 
7. &. 


Fenley, founder and 
proprietor, Fenley Mercantile 
Co., Winters, Calif., recently 
celebrated the fiftieth anniver- 
sary of his connection with that 


business by turning the store 


Richard D. | 


Clemson, succeeded him as presi- | 


over to his son, E. W. Fenley. | 


| The elder Fenley will continue 





in the store as assistant and ad- 
He started business as a 


visor. 
partner in a grocery store in 
1883. For the past twenty-five | 


years the business has been con- 
ducted as a hardware, imple- 
ment and supply company. 


ACETOL PRODUCTS, INC., 
MOVES ITS OFFICES 
Acetol Products, Inc., manu- 
facturers of Cel-O-Glass, has 
moved its offices from 260 W. 
Broadway, New York City, to 


DuPont Building, Wilmington, 
Del. Communications with the 


Acetol organization or its subsid- 
iary, the Vio-Ray Co., should be 


| addressed to the Wilmington ad- 





dress hereafter. 


GRIGSBY-GRUNOW CO. 
OPENS DETROIT BRANCH 


The Grigsby-Grunow Co., Chi- 
cago, Ill., manufacturers of Ma- 
refrigerators and 


jestic radios, 


| radio tubes, has opened a Detroit, 
| Mich., branch to serve the trade 


in Detroit and eastern Michigan. 
The new company is known as 
Michigan Majestic, Inc., and 
takes over the territory formerly 
served by the Detroit Majestic 
Products Co. The new company 
has taken over the building at 
101 Jefferson Ave., E., formerly 
occupied by Detroit Majestic 
Products. Arthur A. Trostler, as- 
sistant to the general manager of 
the Grigsby-Grunow Co., super- 
vised establishment of the new 
company. 

On May 4 Majestic 
from the eastern Michigan terri- 
tory met at the Book-Cadillac Ho- 
tel, Detroit, when Mr. 
announced that W. S. Michaels 
was named as manager of the 
new company. Thomas Maginnis, 
refrigerator division, |demon- 
strated the six refrigerator ‘mod- 
els while Mr. Trostler explained 
the dealer helps and advertising 
literature available to dealers. 
Following the  forrnal 
dealers inspected Majestic radios 
and refrigerators. 


ARMSTRONG BROS. TOOLS 
AT WORLD’S FAIR 


The Armstrong Bros. Tool Co., 
Chicago, Ill., which was _ incor- 
porated forty years ago at the 
time of the opening of the Chi- 
cago World’s Fair in 1893 will 
exhibit at the 1933 
World’s Fair. The Armstrong 
exhibit will be in the North 
Pavilion, General Exhibits Build- 
ing, and will be in the form of 
a rotating display which will 
show Armstrong tool holders, 
clamps, ratchet drills, lathe dogs, 
high speed steel, Armide, drop 
forged wrenches and pipe tools. 


dealers | 


Trostler | 


meeting | 
| 


HEAR BROOKLYN STORE 
SURVEY ANALYSIS 


Charles J. Heale, editor, 
Harpware AGeE, was the princi- 
pal speaker at the regular month- 
ly meeting of the Brooklyn 
Hardware Assn. held in the 
Johnston Bldz., Brooklyn, N. Y., 
on the evening of May ll. Mr. 
Heale gave an informative sum- 
mary of the findings developed 
from a recent survey. in which 
114 Brooklyn stores were visited 
by members of the HARDWARE 
Ace editorial staff. Undertaken 
on the invitation of the associa- 
tion, the survey provided many 
interesting facts about both the 
good and objectionable features 
of Brooklyn hardware _ stores, 
when viewed collectively. Mr. 
Heale pointed out the most seri- 
ous faults found, and outlined 
means for correcting them. He 
also emphasized the commend- 
able- factors shown by the sur- 
vey, and urged a wider applica- 


tion of approved, progressive 
business practices and display 


methods. 

President Thomas Grogan 
presided at the meeting, which 
was attended by about 30 mem- 
bers. The secretary, Ralph 5. 
Allen, read a letter received from 
the president of the Brooklyn 
Edison Co., in reply to a protest 
made by the association against 
the solicitation of special dis- 
| counts from local retailers on 
purchases made by _ the 
pany’s employees, as represented 
in the membership of the Brook- 
lyn Edison Club. The associa- 
| tion was advised that every ef- 
fort will be made to induce the 
Club to refrain from requesting 
special discount privileges. 

R. J. Atkinson, reporting for 
the special committee appointed 
information on the 
law, explained 


com- 


to secure 
State sales tax 
the provisions and operations of 
the measure, and in conclusion, 
many questions per- 
taining to various applications 
| of the law. Later, he also con- 
ducted the Question Box, a reg- 
ular feature of the Brooklyn 
meetings. 

| Interest was keen in the facts 
| and figures presented by Mr. 
| Heale, and the intention was ex- 


answered 


pressed to give the findings fur- 
ther study at future meetings. A 
rising vote of thanks was tender- 
ed Harpware Ace for making 
the survey possible. 


Chicago | 


| BAICO WANTS HARDWARE 
AND FURNITURE DATA 


| H. C. Baico, P. 0. Box 355, 
| Gainsville, Fla., who is planning 
| on opening a hardware and fur- 
niture business in Crystal River, 
Save desires catalogs on hard- 


ware, furniture and allied lines. 
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E. I. KILCUP URGES COORDINATION BETWEEN 
CREDITOR GROUPS IN C, OF C. ADDRESS 


(From the Washington Bureau of HARDWARE AGE) 


Ernest I. Kilcup, Secretary of 
the Davol Rubber Co., Provi- 
dence, R. I., forcibly stressed the 
need of coordination between all 
creditor groups when he dis- 
cussed insolvency problems of 
manufacturers, wholesalers and 
retailers in his recent address to 
the United States Chamber of 
Commerce. The inadequacy of 
credit activities conducted along 
industrial group lines instead of 
interindustrial lines was pointed 
out. More complete credit in- 
formation, covering all fields, is 
necessary, Mr. Kilcup holds, to 
prevent insolvencies. 

The speaker told the confer- 
ence that there are established 
narrow industrial groups for the 
purpose of collecting and dis- 
seminating credit information, 
but that they give, at best, only 
a partial picture of their risk. 
The unfortunate aspect of this, 
it was declared, has been that 
the attitude of self-sufficiency of 
group information has been as- 
sured. 

Mr. Kilcup cited bankruptcy 
legislation already enacted and 
more which is expected. While 
strongly urging that both cred- 
itor and debtor be protected he 
pointed out that debtors who do 
not bring out complete informa- 
tion are often deprived of their 
just dues. He declared that we 
must have more creditor coopera- 
tion and that it must be more 
representative than we have 
known, in order to prevent cross- 
purpose action likely 
groups. 

Attention was directed to the 
fact that the credit groups move- 
ment has grown rapidly during 
the last four years. It has been 
found, the speaker said, func- 
tioning under trade associations, 
mercantile agency control, and 
most prominently under the sys- 
tem established by the National 
Association of Credit Men. 

The disposition of the federal 
government to ease the provi- 
sions of the Sherman and Clay- 
ton anti-trust acts, permitting 
greater cooperation between com- 
petitors, was held as a probable 
impetus to the growth of the 
credit group activity. Mr. Kil- 
cup’s address in fact anticipated 
the statements of the President, 
made at the annual meeting of 
the Chamber. Mr. Roosevelt not 
only assailed unfair practices of 
competition, but told the Cham- 
ber that such practices must be 
wiped out and that business 
would have the active cooperation 
of the government to this end. 
The government-business partner- 
ship legislation being set up 
through the industrial control act 


between 
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carries penalties against the 
“chiseler” and show that the 
President meant what he said. 
The use of trade associations 
to cooperate with the government 
in bringing about a business con- 
trol system, with suspension of 
the anti-trust laws, under gov- 
ernment supervision, gives strik- 
ing evidence of the more liberal 
attitude of government toward 
business. Business to an even 
more striking extent is keen te 
permit government supervision. 
Some business groups have al- 
most begged for it, where, a 
decade ago, the slightest govern- 


| ment interference, real or imagi- 


nary was damned with emphasis. 

Mr. Kilcup said that as new 
groups in business are formed 
for purposes other than credit 
activities it is more. than likely 
that many of them will develop 
credit control, with the possible 
result of a “heterogeneous mass 
of credit groups, none of whom 
can be as successful as_ they 
could if coordinated.” 

“If we are to be successful in 
promoting our manufacturing and 
distribution,” said Mr. Kilcup, 
“we must improve the avenues 
along which our trade shall move. 
Obviously, the foundation of 
those avenues is credit. That 
foundation must be strengthened. 
It must be protected.” 





NORTH JERSEY ASSN. 
DISCUSSES BILL 

The proposed New Jersey Sen- 
ate Bill No. 197, making it nec- 
essary for a dealer selling vege- 
table seed to obtain a license 
costing $10.00 was discussed at 
the May 16 meeting of the North 
Jersey Hardware & Supply As- 
sociation, held at Kellerman’s 
Restaurant, Paterson, N. J. Mem- 
bers were urged to write letters 
of protest to their Senators. 

Joseph R. Billups, Gulf Re- 
fining Co., New York City, dis- 
cussed insecticides and told of 
“Gulf Venom,” a product manu- 
factured by his company. He 
told of the materials used, etc. 
A question box was conducted 
during the meeting. President 
Demarest Romaine presided. 


W. P. BELL ENTERS 
SPECIALTY BUSINESS 
W. P. Bell. 6925 Colfax Rd., 

Cleveland, Ohio, who was di- 
rector of sales for the former 
Pressed Metal Products Co., of 
that city, has purchased practical- 
ly all the dies, some of the pat- 
ents and a quantity of the tools 
and equipment formerly owned 
by that company. Mr. Bell has 
leased the plant formerly occu- 
pied by the Pressed Metal Prod- 


eral of the former company’s key 
men. The Bell organization is 
new turning out a complete line 
of clothes props and bridge trays. 
Additional hardware specialties 
will be added at a later date. 


CHICAGO ASSN. OPENS 

WINDOW TRIM SCHOOL 

Recently the Chicago Retail 
Hardware Association opened a 
window trimming school under 
the supervision of Dayton Buck, 
association trimmer and designer, 





DAYTON BUCK 


in the Merchandise Mart, Chi- 
cago, Ill. The school, which is 
filled to capacity with Chicago 
and Cook County dealers, is run- 
ning for a period of eight weeks. 

The course affords a complete 
knowledge of the installation of 
crepe paper backgrounds, show- 
ing the proper colors to employ 
in bringing out specific types of 
merchandise, pointing out the 
proper treatment for windows in 
each particular store. It delves 
into the subject of showcard 
writing, merchandising, display 
fixtures, and many other valu- 
able phases tending to create 
sales getting windows in the 
dealer’s store. 

Mr. Buck advises that after 
the first class, fourteen of those 
enrolled were able to install win- 
dows in their own store, employ- 


ing -the ideas created in the 
school. R= 
SOUTHERN CALIFORNIA 


ASSN. GROUP MEETS 


Members of the Southern Cal- 
ifornia Retail Hardware Associ- 
tion, from Riverside, Cal., and 
vicinity held a district meeting 
May 3 at Holmstrom’s Cafe. 
President L. C. Stanley and sec- 
retary J. V. Guilfoyle made opti- 
mistic addresses on business con- 
ditions applying to the retail 
hardware trade. George L. 
Wells, Arlington, Cal., a director 
of the association, conducted the 





meeting. 


ucts Co. and has with him sev- | 





R. H. EVERETT HEADS 
NEW YORK PAINT CLUB 


Ralph H. Everett, vice-presi- 
dent, Keystone Varnish Co., was 
elected president of the New 
York Paint, Oil & Varnish Club, 
at the May 11 meeting held at 
the Commodore Hotel, New York 
City. Ralph M. Roosevelt, Eagle 
Picher Lead Co., former presi- 
dent of the club, is the new vice- 


president. George H. Miles, 
Federal Composition & Paint Co., 
was elected secretary, while 


Hendrick FE. Hendrickson, S. 
Winterbourne & Co., was reelect- 
ed treasurer. 

The Hon. Andrew L. Somers, 
president, Fred L. Lavanburg 
Co., member of the House of 
Representatives and chairman 
of the club’s legislative commit- 
tee, reviewed national affairs and 
legislative activities. He urged 
the regulation and stabilization 
of international currency ex- 
change and the equitable adjust- 
ment of tariff barriers as a need 
for the overcoming of present 
economic conditions, and de- 
clared that silver should be re- 
monetized as it is the standard 
currency of so large a portion of 
the world. 

J. V. Whitney spoke of his ex- 
periences in Russia and of the 
progress of the five year plan in 
that country. H. A. Hall, New 
York State Sales Tax, spoke on 
the recently passed retail sales 
tax in New York and _ invited 
questions on it. J. J. A. Winzen- 
ried, Devoe & Raynolds Co., gave 
a report on the activities of the 
traffic committee, while Mr. 
Everett gave a report on the 
publicity committee’s work. 
Frank P. Cheesman, Cheesman- 
Elliot Co., was named chairman 
of the ‘executive committee, 
while the arbitration committee 
is headed by Horatio L. Wilin- 


son, Debevoise Co. 


J. H. COUDEN HOST TO 
CENTRAL N. Y. ASSN. 


Following dinner at the Ma- 
sonic Bldg., Manlius, N. Y., on 
May 8, forty-two members and 
guests of the Central New York 
Hardware Association held a 
business meeting at the store of 
J. H. Couden in that town. 
Hiram L. Bostwick, president, 
Bank of Manlius, delivered an 
address on the subject, “How 
Will Inflation and Our Going 
Off the Gold Standard Affect 
Business?” The business meet- 
ing featured discussions on low 
quantity paint and the New York 
State retail sales tax. 

The June meeting will be held 
at the store of Brown Bros. 
Hardware & Paint Corp., Syra- 
cuse, N. Y., with arrangements 
in charge of Frank C. Brown. 
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W. J. GRIFFIN 


W. J. Griffin, 82, Rome, Ga., 
veteran hardware merchant, died 
recently at his home in that city. 
He entered the hardware business 
in Rome in 1883. At the time of 
his death he was associated with 
the Rome Hardware Co., having 
previously been with the Griffin 
Cantrell Co., which was consoli- 
dated with the Rome company. 
The Griffin Cantrell Co. was 
originally known as _ Sullivan, 
West & Co., having changed its 
name several times. 


WALTER J. PICKETT 


Walter Jackson Pickett, 48, 
southeastern district manager, 
Western Cartridge Co., E. Alton, 
Ill., died April 22 at his home in 
Montgomery, Ala., following an 
illness of several weeks. He had 
been with the Western Cartridge 
Co. for twenty-seven years. Pre- 
vious to his appointment as dis- 
trict manager last June he had 
been a district salesman for the 
company. 


SEYMOUR H. JONES 


Seymour H. Jones, president, 
Drake Hardware Co., Burlington, 
Iowa, wholesale distributors, died 
recently at the age of 79 follow- 
ing a long illness. Born in Can- 
ada he started his hardware 
career with Mulholland & Baker, 
Montreal, wholesale distributors. 
In 1874 he was with S. H. Ran- 
som & Co., Chicago, Ill., and in 
1880 bought a store in Clarion, 
[owa. He sold out in 1890 and 
was one of the organizers of the 
Drake Hardware Co. 

His son Norman M. Jones of 
Burlington and a daughter sur- 
vive. 


W. M. CRUMRINE 


William M. Crumrine, 77, re- 
tired hardware dealer, died May 
5 at his home in Shortsville, 
N. Y. He first entered the hard- 
ware trade in 1876 in Salem, 
Ohio, moving to Shortsville in 
1912, where with his son he be- 
gan business as W. M. Crumrine 
& Son. Mr. Crumrine retired 
from active business in 1926. 
Mrs. Crumrine, his son and 
former partner, who is now with 
Weed & Co., Buffalo, N. Y., and 


a daughter survive. 





H. E, EMRICK 
H. E. Emrick, 80, for thirty 
years a hardware dealer in Day- 
ton, Ohio, died May 3 at his 
home following a long illness. 
He had retired from business 
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in 1921. As a young man he 
worked in his father’s hardware 
store in Germantown, Ohio. 
Previous to his business career 
in Dayton he had been in the 
hardware business in Ottawa. 
Ohio, and Lima, Ohio. 


HORACE E. PAYSON 


Horace E. Payson, 83, founder 
and president, Payson Varnish 
Co., New York City, died May 
6 of heart disease at his home 
in Larchmont, N. Y. As a boy 
he worked for Pratt & Lambert, 
varnish manufacturers. With his 
father Edward Payson and Ray- 
mond S. Perrin, he established, 
in 1877, Perrin, Payson & Co., 
which was succeeded in 1905 by 
the Payson Varnish Co. 





JAMES W. BLISS 

James W. Bliss, 76, J. W. Bliss 
& Son, 892 Manhattan Ave., 
Brooklyn, N. Y., hardware deal- 
ers, died May 11. He headed the 
Bliss firm for more than fifty 
years. A son John F. Bliss and 
a daughter survive. 


A. L. L. SCOVILLE 


A. L. L. Scoville, a hardware 
dealer at Seneca, Kan., for more 
than fifty years, died recently at 
the age of 83, at the home of a 
daughter in Omaha. He was ac- 
tive in the Western Retail Im- 
plement & Hardware Association, 
of which he was president in 
1899. Mr. Scoville retired from 
business several years ago. 





LACY M. McGRIFF 
Lacy M. McGriff, a partner in 
the Anderson-McGriff Hardware 
Co., Atlanta, Ga., died May 8 
en route to a hospital after he 
had suffered a heart attack at his 
home in Atlanta. 


E. U. HIRT 


E. U. Hirt, secretary-treasurer, 
Swint-Reineck Co., Fremont, 
Ohio, hardware firm, died May 7 
following a heart attack. He was 
a former director of the Chamber 
of Commerce and a director of 
the H. B. Smith Building & Loan 
Co. 


MILTON A. WENGERT 


Milton A. Wengert, 72, Kansas 
City, Mo., hardware dealer for 
forty years, died May 6 at his 
home in that city. For many 
years he was a partner in the 
hardware store of Wengert & 
Bishop, which later became Wen- 
gert Hardware Co. Mr. Wengert 
retired from business in 1928. 
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J. BETTS SIMMONS 


J. Betts Simmons, 59, presi- 
dent, M. H. Lazarus Hardware 
Co., Charleston, S. C., died May 
6 at his home in that city after 
having been in ill health for 
more than two years. Mr. Sim- 
mons, who was a past president 





J. BETTS SIMMONS 


of the Hardware Association of 
the Carolinas, entered the Laz- 
arus business as a boy, later pur- 
chasing it with his brother W. 
Harry Simmons. He was active 
in the Charleston Chamber of 
Commerce of which he was a di- 
rector and had served as presi- 
dent of the Retail Merchants As- 
sociation. In addition he was a 
past president of both the South 
Carolina and Charleston Travel- 
ers’ Protective Associations. 

Mr. Simmons was active in 
community affairs, fraternal or- 
ganizations, Sumter Guards, Na- 
tional Guard Co. for a number 
of years and in the local Boy 
Scout Council, as well as the 
community chest. Mrs. Simmons, 
J. Betts Simmons, Jr., his son, | 
and his brother, W. Harry Sim- 
mons, survive. 


T. E. SATTERFIELD 

T. E. Satterfield, 55, for a 
number of years a member of 
the firm which operated the La- 
Follette Hardware Co., LaFol- 
lette, Tenn., died May 11 at his 
home in that city. He had re- 
tired from business, only a few 
days before his death. 


M. L. LEWIS 
M. L. Lewis, 79, president, 
Marion Hardware Co., Marion, 
Ind., died May 13 following a 
heart attack. 


ROWE M. PINGREY 
Rowe M. Pingrey, 55, Duran- 
go, Colo., hardware dealer and a 
former state senator for his dis- 
trict, died May 5 following a 





heart attack. 


A. S. VAUGHAN 
Alexander S. Vaughan, 37, 
Vaughan & Bushnell Mfg. Co., 
Chicago, Ill., manufacturers of 
tools, died May 13 in Oak Park, 
Ill. Mr. Vaughan had been with 





A. 8. VAUGHAN 
the company for fifteen years and 
was for the past eleven years 
sales manager. He had served the 
company as_ secretary-treasurer 
and at the time of his death was 
vice-president. 

Mr. Vaughan was one of the 
well known figures at the various 
conventions of the hardware in- 
dustry and will be greatly missed 
from the ranks of the fraternity. 

WILLIAM B. MUNROE 

William Bray Munroe, 57, pres- 
ident, Supplee-Biddle Hardware 
Co., Philadelphia, Pa., wholesale 
distributors, died May 8, 1933, in 
Woonsocket, R. I. He was well 
known in the hardware trade and 
had been employed by or asso- 
ciated with wholesale hardware 
houses for forty years. In 1893 
Mr. Munroe became an entry 
clerk with the former Biddle 
Hardware Co., going through 
that organization from depart- 
ment to department, learning the 
details connected with the whole- 
sale hardware business. During 
that time one year was spent at 
night working for a retail hard- 
ware merchant in Philadelphia to 
familiarize himself with the retail 
end of the business. 

In November, 1906, he resigned 
his position with the Biddle 
Hardware Co. to enter the em- 
ploy of the Simmons Hardware 
Co., St. Louis, Mo., with which 
organization he was associated 
for thirteen years in the credit 
and financial department. On 
Feb. 3, 1919, Mr. Munroe re- 
turned to Philadelphia to be as- 
sistant to the president of Sup- 
plee-Biddle Hardware Co. and on 
Jan. 1, 1920, was elected general 
manager and director of that 
company. When Charles M. Bid- 
dle retired from the presidency 
to become chairman of the board 
on July 1, 1920, Mr. Munroe was 
elected president. 

Mr. Munroe’s body was found 
in the Union Cemetery, Woon- 
socket, R. I., early in the morn- 
ing by an employee coming there 
to work. He had been shot 
through the head and had a re- 
volver clasped in one hand. 
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J. B. FORD CO. MAKES 
PERSONNEL CHANGES 


L. D. Dodson, who has been 
with the Wyandotte, Mich., office 
of the J. B. Ford Co., has been 
placed in charge of 
York office of the J. B. Ford 
Sales Co. H. S. Cline, formerly 
New York manager, has been de- 


| Zinkan are making their head- | 


tailed to special work on national 


accounts with headquarters in 


New York. R. D. Sherwood, man- | 


ager, Cleveland office, will take 
Mr. Dodson’s place at Wyandotte. 


G. T. Robinson, who has been as- | 


sistant manager of the Cleveland 
office, has become manager. 


RIVERS PETERSON AD- 
DRESSES PHILADELPHIA 
RETAIL HARDWARE ASSN. 


Rivers Peterson, editor of 
Hardware Retailer, addressed the 
Philadelphia Retail Hardware 
Association at their regular 
monthly meeting on Thursday, 
May 18. Mr. Peterson’s subject 
was “Voluntary Chain Stores,” 
and he expressed agreement in 
principle with the idea of this 
type of distribution, but doubted 
whether independent retailers or 
wholesalers as a class were will- 
ing and ready to do the things 
necessary in such a plan. 

The speaker discussed the 
voluntary chain idea from. vari- 
ous angles and cited the experi- 
ences of voluntary chains in other 
fields of distribution. 

Another speaker at this meet- 
ing was P. M. Alden, Manager 
of Retail Sales of the Philadel- 
phia Electric Co., who discussed 
the details of how the demand 
load affected the 
monthly bill. 


customers 


MOVE RAYTHEON SALES 
OFFICES TO NEW YORK 
David T. Schultz, vice-president 

and general manager, Raytheon 
Production Corp., has announced 
that general sales headquarters 
are now located at 30 E. 42nd St., 
New York City. Edgar S. Riedel, 
formerly of Chicago, is now gen- 
eral sales manager while Alvin 
Zinkan is assistant general sales 
manager for sales through jobber- 
dealer channels. 

Mr. Riedel was at one time 
vice-president of the Reichmann 
Co., loudspeaker manufacturers, 
then general sales manager for 
Raytheon, later with the Utah 
Radio Products Co. and more re- 
cently assistant general sales 
manager of Grigsby-Grunow Co., 
Chicago, Ill. For the last ten 
years Mr. Zinkan has been as- 
sociated with the National Carbon 
Co., New York City. He was for 
five years the company’s assistant 
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division manager in 
spending much of his time in the 
Eveready division of the com- 
pany devoting attention to ad- 
vertising and promotional work 


| especially. 
the New | F y 


Messrs. Schultz, Riedel and 


quarters in New York City. 


STEWART-WARNER CORP. 
PRODUCTION, SALES 
ARE REORGANIZED 

C. B. Smith, president, Stew- 

art-Warner Corp., Chicago, IIL., 

has announced a practical re- 


organization of production and 
| sales designed to decrease ex- 
| penses and build up wider and 


more intensive distribution. As 
part of the program the plant of 
the Alemite Corp., a subsidiary 
of the Stewart-Warner Corp., has 
been combined with the Stewart- 
Warner plant in Chicago. This 
amalgamation was made possible 
by the acquirement of additional 
factory space purchased from 
the American Bridge Co., located 
just south of the present Stewart- 
Warner plant on Diversey Boule- 
vard. Mr. Smith has announced 
that on June 1 the company 
would have ready a new, com- 


| plete and comprehensive line of 


radio sets. 

In order to intensify the cor- 
poration’s territorial and distrib- 
uting organization throughout 
the United States, distribution 


| has been completely reorganized 
|}on home movie equipment, re- 





frigerators and radio sets. 
Several changes in personnel 
have been made. W. J. Zucker, 
director, vice-president, secretary 
and general sales manager of 
Stewart-Warner, resigned May 2. 
J. E. Otis, Jr., director of Stew- 
art-Warner Corp. and general 
manager of the Alemite Corp., 
has been appointed general 
manager of the organization and 
all its subsidiaries. Frank A. 
Hiter, sales manager, Alemite 
Corp., has been appointed gen- 
eral sales manager of Stewart- 
Warner and all its subsidiaries. 
Other changes are contemplated. 


N. Y. ELECTRICAL ASSN. 
HOLDS OUTING 


More than three hundred 
members and guests of the Elec- 
trical Association of New York, 
Inc., held an outing at the West- 
chester Country Club, Rye, 
N. Y., May 13, with golf, tennis 
and bridge as features of the 


event. Luncheon, a tea dance 
and dinner were part of the 
program. 


Shop talk included discussion 
of the decision of utility com- 
panies in the Metropolitan New 
York district to discontinue mer- 


Chicago, | 





| 
| 
| 
| 
| 


chandising on July 1. Clarence 
L. Law, president of the organ- 
ization and general commercial 
manager of the New York Edison 
Co., said, “The discontinuance is 
the result of public acceptance 
of electric appliances and their 
adequate distribution by 
channels in the metropolitan 
area.” Mr. Law predicted the 
present year would be outstand- 
ing for electrical appliance sales 
owing to the fact that many 
women who previously employed 
household help are now doing 
their own work. 


SENSE OF HUMOR BRINGS 
BUSINESS TO WINKS 


W. C. Winks, Hardware, Wash- 
ington and 14th Sts., Portland, 
Ore., does a good business in 
spite of the stiff competition 
faced, because Mr. Winks has a 
large stock of specialties and op- 
erates his store in a good natured 
manner. Inventors find in his 
store a paradise of small parts 
and accessories difficult to obtain 
from many of the bigger stores in 
town. The humor of his display 
signs register in people’s minds, 
causing them to ask for merchan- 
dise months after the display has 
been removed. In fact, they quoté 
the signs, instead of naming the 
merchandise. 

With more than 140 merchants 
selling harware lines in Portland, 
Mr. Winks finds that specializing 
on materials for inventors and 
machine shops is profitable. He 
has as many kinds and sizes of 
bolts and screws as he can ob- 
tain; 460 different kinds or sizes 
of nails; 400 sizes or kinds of 
wire; most sizes of screws, as 
well as many that are no longer 
made; 800 different numbers of 
springs; 1000 sizes of rivets and 
500 numbers in copper tubing 
fittings. Local wholesalers some- 
times call on him for items not 
ordinarily stocked. 

When the Rev. “Billy Sunday” 
visited Portland some time ago, 
Mr. Winks tied up with that 
event. A window display of or- 
dinary tin coffee pots, sometimes 
known as “Billies,” was installed. 
The window had a sign, “Billies 
for Sunday.” 

Other signs used reflect the 
same sense of humor. 

“Portland’s Own Chain Store,” 
was the sign with a display of 
chains. 

In a display window full of 
ordinary window glass Mr. Winks 
used a sign reading, “This is 
genuine breakable glass.” Dur- 
ing the fall a window display of 
springs bore the sign, “Winks- 
Fall-Spring Opening.” A _ fuse 
display carried this sign, “If your 
fuse is in the refuse we will not 


retail | 


refuse to sell you a new fuse— 
| 6 for 25c.” 

“Left - handed swatters — 10c. 
each—P.S. These may also be 
used in the right hand” was the 
| sign placed in a window full of 
fly swatters. In a display of 
auger bits, Mr. Winks used a 
sign reading, ‘We sell these in 
sets or bit by bit.” 


DAVID W. LANDES 


David W. Landes, 79, Portland, 
Ore., for more than twenty-five 
years a salesman for Shapleigh 
Hardware Co., wholesale distrib- 
utors, St. Louis, Mo., died re- 
cently in Salem, Ore. Mr. 
Landes, a son and a sister sur- 
vive. 


Hardware Briefs 


Harry Jacobs has opened the 
Seventh Street Hardware at 716 
Tower Ave., Superior, Wis. 


Henry Sanders has leased 
space at 1 W. 125th St., New 
York City, for a hardware store. 


The E. G. Denison Hardware 
Co., Brocton, N. Y., which had 
been in business for the past six 
years, has closed its doors. 


Ralph Smith recently acquired 
the Spooner Hardware Store, 
Spooner, Wis., conducted for the 
past few years by A. O. Brovan. 


The hardware store of F. West- 
cott was one of thirty-six mer- 
cantile establishments destroyed 
by fire which raged through Ells- 
worth, Me., on May 7 and 8. 


The hardware business of J. 
H. & W. E. Cone, 108 Ailyn St., 
Hartford, Conn., was recently 
a¢quired by Fazzano Bros., tire 
dealers, who are disposing of the 
stock and equipment. 


Heynen & Hagen will open 
business on the site formerly oc- 
cupied by Mankato Hardware 
Co., Mankato, Minn. The Man- 
kato company suffered a fire in 
March which destroyed the 
building. 


Dr. B. C. Middleton has been 
elected president of the Hamp 
Williams Hardware Co., Hot 
Springs. Sam G. Smith is vice- 
president while W. F. Pittman 
is secretary and treasurer. 


The Baldwin Hardware Co.. 
Winter Park, Fla., recently 
moved to a new and larger lo 
cation on E. Park Ave. New 
equipment and a more complet+ 
stock have been installed in the 
new store. 
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Mrs. M. J. McDonald and 
John H. Bruggeman have opened 
a hardware, paint and lumber 


store at 4627 Whittier Blvd., E. | 


Los Angeles, Calif., using the 
name “Mac and John.” 


L. B. Morey and his son Lea- 
vitt have opened a hardware and 
sporting goods store at 133 5S. 
Central Ave., Marshfield, Wis. 
They formerly engaged in busi- 


ness at 403 S. Central Ave. in | 


the same town. 


The store of Fred Spiss, Fair- | 


view, Ill., successor to J. P. 
Spiss & Sons, was recently dam- 
aged by fire, part of which was 
covered by insurance. Mr. Spiss 


is continuing business in another | 


store, and still conducts his tin 


The West Hazleton Supply Co., 
6 and 8 E. Broad St., Hazle- 
ton, Pa., building has been com- 
pleted. The company’ was 
completely burned out a_ year 
ago. Herbert Dinklocker has 
conducted the business for many 
years. His new quarters are in a 
two-story fireproof building. 


The Baxter Hardware & Sup- 
ply Co., Welch, W. Va., of which 
Felix Barley is manager, has 
opened in the Libby Bldg., Mc- 
Dowell St. Mr. Barley has been 
in the hardware business for 
fifteen years, having previously 
been with the Clark Hardware 
& Furniture Co. store in Welch. 


Fred N. Hall, formerly a rep- 
| resentative of the Oliver Farm 





to Oliver Chilled Plow Works. | 


has been appointed general man- 
ager of Montgomery & Crawford, 
Inc., Spartanburg, S. C. T. S. 
Crawford, president and _treas- 
urer of the Montgomery & Craw- 
ford firm, continues active in 
the business. 


The firm of F. P. Lawrence & 


| Co., Richland Center, Wis., deal- 


ers in hardware, sporting goods. 
groceries, music supplies, etc., 
has been dissolved. Mr. Law- 
rence has taken the grocery and 
crockery business, while B. C. 
Davis has taken over the hard- 
ware lines with his son Charles 
K. Davis as a partner. The new 
hardware firm will be known as 
Davis Hardware Co., and will 


| 


pany, which has been in business 
for twenty-seven years. 


The hardware store of Frank 
P. Hall, Inc., recently opened for 
business at 185 S. High St., 
Columbus, Ohio. Frank P. Hall 
first entered the hardware _ busi- 
ness in Columbus in 1905 at a 
store adjoining the present loca- 
tion. Mr. Hall formerly operated 
a chain of hardware stores in 
Columbus. In addition to its 
retail hardware, sporting goods. 
paints, oils, etc., the company is 
central Ohio distributor for the 
Minnesota Linseed Oil & Paint 


| Co., with Grant Shepard in 
charge of the distributing 


continue to occupy the same | 


agency. Associated with Mr. 
Hall are C. C. Hall, Carl G. Lud- 
wig, Charles Lewis, and James 





shop. 


| Equipment Sales Co., successor | building as the Lawrence com- | 





Husted. 


How’s the Hardware Business? 


fore the end of 1933. Mr. Moran ex- 
plained that the rise indicated can be 
expected on two premises, viz.: First, 
the Washington administration is com- 
mitted to higher prices. Secondly, the 
public will not stand for deflation be- 
yond a certain limit, without protest, 
and we have unquestionably swept the 
bottom of the chart of commodity and 
merchandise prices.” 
% * * 


Wholesale hardware sales in the 
Vew York district during March re- 
flected the smallest decrease in more 
than a year, says the monthly review 
of the Federal Reserve Bank of New 
York. 


* * * 


More farmers borrowed less 
money for planting their 1933 crops, 
but the total amount loaned is sub- 
stantially less than at the corresponding 
time a year ago, according to the De- 
partment of Agriculture. The demand 
for loans this year has been heaviest 
in the South. 
* * * 


March farm exports were the 
smallest for that month in nineteen 
years. The index of volume exports 
of farm products in March stood at 
67, as compared with 71 in February, 
and with 111 in March, 1932. 

* & # 

Electric refrigerator sales con- 
tinue to mount. May production of the 
Frigidaire Corp. is expected to be the 
largest in any single month since July, 
1929. More than 7,500 men are now 
at work in Frigidaire’s two Dayton, 
Ohio, plants. The Norge Corp., recent- 
ly reported the largest single order ever 
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(Continued from page 40) 


received from any of its distributors. 
The order specified 1,500 refrigerators, 
and within ten days after delivery had 
been made the distributor had sold half 
of the shipment. The Westinghouse re- 
frigerator departments are working at 
100 per cent capacity. 
* * # 


Eastern hardware wholesalers re- 
port a steady gain in the demand, partic- 
ularly in metropolitan districts. The 
betterment has been accompanied by a 
like improvement in credit conditions. 
Merchandise required for making home 
repairs is accountng for a considerable 
portion of the increased volume. 

* * * 


Hardware manufacturers are 
among those favoring reciprocal tariff 
agreements with other governments, ac- 
cording to Secretary of Commerce 
Roper. Mr. Roper declared that the 
widespread interest in tariff negotiations 
is indicated by the large number of 
communications the department has re- 
cently received bearing on the subject 
of tariffs. 

* + ca 


Robeson Rochester executive 
noted upturn in business during a re- 
cent nation-wide trip. Charles W. Sil- 
cox, secretary and sales manager of 
Robeson Rochester Corp., Rochester, 
N. Y., manufacturers of electric appli- 
ances, cutlery, and staple metalware, in 
returning from a three-months trip, in 
which he visited all of the principal 
cities in the country, declared that busi- 
ness is definitely improving, and the 
country is on the upgrade. Further- 
more, Mr. Sileox found that the recov- 
ery is being launched on a quality 


trend, with the public giving up the idea 
of trying to get something for nothing 
at cut-throat bargain prices. 


* *% * 


We can’t call them “mail order 
houses” any longer. More business is 
now being done by Ward and Sears 
through their retail stores than by mail. 
Ward’s stores accounted for two-thirds 
of the firm’s 1932 volume of 180 million 
dollars. 

*% * * 

Prices are advanced on enameled 
plumbing fixtures. The Crane Co. has 
followed the lead of the Standard Sani- 
tary Mfg. Co. and advanced prices 10 
per cent on its line of enameled plumb- 
ing fixtures. 

* % % 

Factory workers’ buying power 
shows decline of 54 per cent from 
1929, according to a careful analysis of 
the records of 1236 concerns, made by 
the National Industrial Conference 
Board. The number of workers de- 
clined 34.4 per cent, with cuts in hours 
and rates of pay accounting for the 
balance of the shrinkage. 

%* % & 


Brass company advances prices. 
The American Brass Co. on May 16 ad- 
vanced prices on brass and brass alloy 
products ranging from 14 to le. per 
pound. 
% * *% 
Skelton shovel plant 
operations. The Skelton Shovel plant of 
the American Fork & Hoe Co., Dun- 
kirk, N. Y., has increased its working 
force and will operate on a triple-shift 
schedule, producing new type shovels de- 
sgned to meet foreign competition. 


expands 
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Whats New 


for Retail 
Hardware Stores 


Blue Ridge Mountain 
Char-Kol-Gril 


For use in the oven, open fireplace, or 
in the outdoors. Completely equipped 
with devices for barbecueing, grilling, 
toasting or roasting. Grill and equip- 
ment are of light weight, durable cast 
aluminum, with every part made to with- 
stand rough treatment. Top part of grill 
holds body of charcoal flame. Firepot 
into which hot charcoal ashes drop may 
be used for potatoes, etc. Sliding door 
gives easy access to hot ashes at bottom 





of grill. Removable grate on which char- 
coal rests has holes through which ashes 
drop. Rotissiere utensil fits into flanges 
on equipment. Has turning handle. Two 
flanges are placed upright to top grill in 
order to hold rotissiere spear. A sturdy 
wire grill is available at extra cost. Cir- 
cular matter available. Unit portable and 
collapsible, packed in box 12 by 12 by 
5% inches, weighing 10 lbs. Circular and 
cook book of recipes and operating in- 
structions, prepared by one of America’s 
leading chefs, is included with the Char- 
Kol-Gril. List price, $5.00. Sand’s Level 
& Tool Co., 8631 Gratiot Ave., Detroit, 
Mich. 


Two New G. E. Toy Lamps 

Are rated at 1.25 volts and 0.3 amperes 
for use in toys equipped with one or more 
battery cells. Mazda lamp No. 7 is avail- 
able in clear, red and green coated bulbs. 
Where an especially strong bulb is de- 
sired or a concentrated beam of light 
preferred, Mazda lamp No. 22 with clear 
solid glass lens is designed to meet the 
requirements. Made specially for those 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 


—New Colors—New Deals— 
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toys of a size which do not permit the in- 
stallation of two batteries necessarily sat- 
isfactorily to operate the 2.5 volt lamps, 
the only lamps heretofore available for 
this purpose. Comparison of the 2.5 volt 
lamps and the 1.25 lamp shows that the 
latter has a light output five times greater 
than the 2.5 volt lamp when operated on 
a single cell battery. Where space does 
permit the installation of two cells it seems 
highly desirable that these two cells be 
connected in a multiple arrangement and 
used with the new lamps, rather than a 
series arrangement as exists at present 
where 2.5 volt lamps are used. Incan- 
descent Lamp Department, General Elec- 
tric Co., Nela Park, Cleveland, Ohio. 





Stanley Hand Drill 
and Ice Picks 


No. 1218 hand drill, list, 75c, has solid 
tropical hardwood handle (Vincolo) ; 
three jaw chuck that takes straight shank 
drills up to % in; machine cut gear and 
pinion teeth; gear lacquered red, balance 
of tool polished. Packed one in a box. 
Three new ice picks are offered. “Defi- 


A NEW VALUE ICE PICK 
GLAUTIFOLLY FiniSHED HARD WoO NAMOLES 


TEMPERED STEEL GLADE WITH WEEDLE PONT 


Ne. CO 1274 seriancg veo.s 












































ance,” list 10c, has hardwood handle 
shaped to fit the hand and is lacquered 
in attractive light green. No. CD 1274 
mounted one on a card, packed two dozen 
in a box. No. 1274, not carded, packed 
12 in a box. “Four Square,” list 15c, has 
comfortable hardwood handle, shaped to 
easily crack ice. Available with white or 
green handle. No. CD 1175 mounted one 


each on a selling card, packed 12 in a 
box. No. 1175, not carded, packed six in 
a box. “Four Square” Automatic, list 25c. 
has brass spring compressed in the handle 
giving a one inch up and down handle 
action, making it unnecessary to raise the 
point, making it safe and easy to use. 
Top of handle shaped to easily crack ice. 
Handles lacquered either white or green. 
No. CD 1176 is mounted one each on a 
card, packed 12 in a box. No. 1176 not 
carded is packed six in a box. Each of 
these picks has a tempered steel blade 
firmly fastened in the handle and taper 
ground to a needle point. The Stanley 
Rule & Level Plant, New Britain, Conn. 





West Bend Copper Gift Ware 


Stamped from solid copper sheet. The 
smooth surfaces are highly polished to a 
brilliant lustre before ware is coated with 
lacquer, which preserves bright finish. 
Lacquer may be removed with alcohol. 
After protective coating has been removed 





copper will eventually discolor. The 
maker states that this discoloration and 
oxidation are easily eliminated by polish- 
ing with a silver polish or household 
cleaner. Illustrations show The Barrel, 
No. 4305, a barrel shaped mug, and table 





bowl No. 4422, for candy, nuts, flowers, 
etc. Suggested retail selling prices, No. 
4422, 90c. No. 4305, 60c. Dealer costs, 
30c. and 45c. respectively. Line includes 
tumblers, five other types of mugs as well 
as trays, pitchers, and an ice cube bucket. 
West Bend Aluminum Co., West Bend, 
Wis. 
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THIS YEAR 


THEY’LL BUY THE 


BEST 


AS THE SURE MEANS OF SAVING MONEY 


AWN AND GARDEN hose will be a well- 
considered purchase this year. You can say 

to your every customer for hose what we are 
saying to them all in our national advertising: 


Goodyear Hose is the most quality-value for 
your money! 








And you can show them a more complete and 
better quality Goodyear line this year than 
ever: a Goodyear-quality hose for every need 
and purse — 





Emerald Cord, the finest lawn and garden 





hose ever built; the new Supertwist Cord, light, 
extra-strong, ideal for women and children to 
handle; Wingfoot, Glide, and Pathfinder brands. 





Remember, all Goodyear lawn and garden 
hose is built with cotton cord carcass*, essen- 
tial for strength. Remember, too, all Goodyear | 
lawn and garden hose is advertised to your 
customers and prospects. Stock the hose that 
you can SELL. 


“ine 


iy 


*All Goodyear Lawn and Garden Hose Contains the Essential Construction 
for Longer Hose Life: cotton corp carcass. Look for this seal: 





SELL AN EXTRA LENGTH FOR HOME FIRE PROTECTION 


MAY 25, 19338 
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Western Cartridge Co. 
Display Piece 

Measure 181% by 26 in. and is repro- 
duced in full color, from a painting by 
Martin Reynolds. Shows a handsome boy 
holding a Winchester model 60-A target 
rifle. Western Super-X and Super Match 
cartridges and their cartons are shown. 
In the background appears a target. Avail- 
able to Western Cartridge dealers. West- 
ern Cartridge Co., E. Alton, Tl. 


“Tucker “Way” Card Table 

With many unique features has specially 
constructed corner braces, double joint- 
ing, a new slide lock for the legs and 
three braces under the top, making the 
table strong enough to support four men. 
Table top is of black pressboard, which 
may be padded. The frame is of beech, 
with nickel corner pieces. Available in 
red, green, walnut stain or natural fin- 
ish. "Descriptive bulletin and price list 
available from the manufacturer. Tucker 


Duck & Rubber Co., Fort Smith, Ark. 


G. E. Auto Radio No. B-40 


Comprises a single unit container and 
an attractive remote control box. Con- 
tainer which houses chassis with loud 
speaker and power supply measures 8° 
x 9 x 3% in. Remote control box clamp: 





in any position on steering post, or by 
means of an accessory clamp can be at- 
tached direct to instrument panel. Set 
is mounted on a single stud and_ neces- 
sitates boring one one-half inch hole in 
the bulkhead of the car. May be installed 
in one hour or less. Double shielding of 
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vibrator power supply and complete shield- 
ing of entire apparatus obviates problem 
of ignition interference. Tone control 
makes possible the reduction of noises 
met with in noisy locations. Employs new 
vibrator type of “B” battery eliminator. 
automatic volume control, two-point tone 
control and electro-dynamic speaker. Con- 
trol box fitted with lock switch, key being 
used also to operate manual volume con- 
trol. When servicing is required entire 
set is quickly removed from mounting 
plate by loosening six easily accessible 
nuts. List price, $34.95. Merchandise 
Department, General Electric Co., Bridge- 
port, Conn. 


Winchester Roller Skate Folder 


Entitled “Skating Secrets” presents the 
main points to master in roller skating 
and the advantages of Winchester Free 
Wheeling roller skates. Halftone illustra- 
tions with captions tied up with the main 
pictures by identifying letters and figures. 
show the skates and Winchester free-wheel- 
ing roll. The points for skaters are based 
on the experience of two Winchester roller 
skate testers, who tested Winchester skates 
as well as other makes. Includes infor- 
mation on how to properly wear skates 
and how to care for them. A _ thorough 
explanation is included, giving pointers 
learned by the testers. Printed in red 
and black, with cover reproducing a pho- 
tograph of the testers, as well as illustra- 
tions of the six Winchester roller skate 
models. Folder will fit in a No. 6 envel- 
ope. Winchester Repeating Arms Co., 
New Haven, Conn. 





Counter and Window Easel 

Of attractive appearance, offered dealers 
handling Goodrich Maxecon Hose. The B. 
F. Goodrich Rubber Co., Akron, Ohio. 


Everedy Door Closer No. 2200 


Is of pneumatic internal expanding 
spring type, with cylinder 10-in. long. Brass 
cylinder, finished in clear lacquer with 
heavy cast brackets cadmium plated. Heavy 
enough for storm doors, house entrance 
doors, office doors, etc. Closing speed ad- 





justable by means of a thumb screw. Pack- 
ed in attractive display box, with screws 
and complete instructions for installations. 

List, $1.25, slightly higher in far west 
and Canada. The Everedy Co., Frederick. 


Md. 





Florence Stove Issues Colorful Window Trim 


Of a size large enough to attract at- 
tention yet not too large to serve in any 
dealer’s window. The figures in the fore- 
ground give life and variety to the dis- 
play and call attention to the basic idea: 





~ 


1 FEEL 
POSITIVELY SO WOULD 1 1F 
CREAT! 

bs FOUR GIRLS 


ST LAL LLL ihe 
yeeaagnnneenn 


{ld lip lit K } 


FLORENCE RANGES 


panei” 
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“Let’s fix up the Kitchen.” This window 
trim ties in with the national advertising 
campaign being conducted by the com- 
pany. Florence Stove Co., Gardner, Massa- 
chusetts. 
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There is always a market for 


CONVENIENCE 


THE demand for luxuries may be down, but practical 
merchandise which offers a better way of doing things 
always has an appeal that can usually be turned into 
profitable sales. 


The American Kitchenkook has that appeal. It 
has more — the most timely appeal any appliance mer- 
chandise can have today: Operating ECONOMY. At 
today’s price of gasoline in most localities, Kitchen- 
kook fuel cost is considerably less than the average 
cost of fuel for other types of stoves. 


Not only does the Kitchenkook provide cooking 
heat that is unsurpassed for “hotness,” quickness, 
cleanness and evenness; but, like a city-gas stove, it 
wastes no fuel. ... No need to keep fire “in” between 
meals. No running on full-heat capacity when only 
half is needed. 


The Kitchenkook is a tremendous time saver as 
well... and that, too, is an economy. The Kitchenkook 
lights quickly and gives full heat at once. No fire to 
build. No waiting for fire to burn up. No starting 
meals long before mealtime. Instant lighter starts the 





Adjustable Roll-Out Broiler is the latest 
of the many special features of oven-model 
Kitchenkooks. No need to handle hot broiler 
pan with hands. A simple turn of handle 
lifts or lowers—brings pan to any desired 
distance from burners. 

Kitchenkook No. 986 (illustrated at the 
right). A graceful, compact, popular medium- 
priced model. Has the famous American 
Sta-Klean generator and rust-proof Everdur 
fuel reservoir. 
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burner with no smoke, 
yellow flame or loss of 





pressure from fuel 
tank. Simply turn on 
and apply match. The Kitchenkook is as safe as any 
coal, wood or city-gas stove ever built. 


Emphasize their Convenience and Economy 
and yow'll sell Kitchenkooks 
Even their efficiency, simplicity and beauty become 
secondary features in the face of the marvelous con- 
venience and economy they afford. On these two points 
alone most every home now using coal, wood or anti- 
quated oil or gas stove can be made an interested pros- 
pect for one of these most modern of cooking appliances. 
1933 prices on American gasoline Kitchenkooks (seven 
primary models) are way down. Dealer margins and 
bonuses are liberal. Write for catalog, prices, discounts 
and dealership proposition in unassigned territory. 
American Gas Machine Company, Inc., Albert Lea, 
Minnesota. Branches: 360 Furman Street, Brooklyn, 


New York; 4242 Hollis Street, Oakland, California. 














AMERICAN 


KITCHENKOOK 


NWitehenkook 
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\f HEN every dollar counts 
people want the most for the 
money they spend. Here’s 


what they get in CONSERVO: 


Biggest Capacity 


Holds 14 quart jars at 
one time easily. 


Easiest to Use 


No tricks—No gauges— 
No gadgets. No failures. 
Simple. 


Best Known 


dest steam cooker and 
canner on the market. 
Sold in hardware stores 
for nearly forty years. 


Lowest Price 


Everybody recognizes a 
great big value in Con- 
servo’s size and equip- 
ment. 


Conservo is distributed by re- 
liable jobbers throughout the 
country. Order a stock to- 
day. Make a good canning 
equipment display. 


CONSERVO 


Conserves Food--Fuel—Time 
THE SWARTZBAUGH 
MFG. CO. 

TOLEDO, OHIO 


Manufacturers of the famous Ever- 
hot line of electrical appliances 








Ideal Management 
(Continued from page 30) 


equal rank. They would be the Ex- 
ecutive Committee. Each of them 
in his department of the business 
would organize his other commit- 
tees. Now, I believe that the gentle- 


' man I described in my first article, 
| the man who is fond of people, who 
| is cheerful, who makes friends, etc., 


etc., should naturally be in charge 
of sales. The financial man in 
charge of accounts and credits is the 
man I would pick out for the hard- 
boiled member of the combination. 
His job is to deal in facts and fig- 
ures. The manufacturing member 
I should say should be about fifty 
percent hardboiled and fifty percent 
of the humane variety. He should 
also be a man of facts and figures. 

Now, how would this triumvirate 
work? They would, of course, have 
meetings. Questions to be brought 
before these meetings should be an- 
nounced in advance, so each would 
know just the problem that was to be 
discussed. Suppose, for instance, it 
was a sales and advertising problem 
—a question of prices, advertising 
and expense. All the facts on the 
subject would be gathered by the 
manager of selling. At the meeting 
he would present his case. His views, 
of course, would carry a great deal 
of weight, but there sits the manu- 
facturing manager who would be af- 
fected by this sales policy, and there 
sits the financial manager who must 
provide the money. Other problems 
would be brought up at times by the 
manufacturing manager and _prob- 
lems would also be brought up from 
time to time by the financial and 


accounting manager. But if all three 
of these men were first class experi- 
enced men in their line of work 
meetings would be comparatively 
brief, discussions would not be ex- 
tended and the business would get 
action. 

One thing this country has suffered 
from in the last twenty-five years has 
been the development of the con- 
ference idea. How all of us have 
suffered in these conferences. How 
we have had to listen to men talk 
about things about which their 
knowledge and experience was to 


say the least not sufficient. Still we - 


have had to listen. Then in a con- 
ference composed of a number of 
men if the decision was left to a vote 
no one knew what might happen. 
The larger the committee the more 
the politics. 

While in my own mind I have just 
started my article I realize I have 
reached the limits of my space. My 
plea for business is for one humane 
man, one hardboiled man and one 
fifty-fifty man—that is half humane 
and half hardboiled. My plea is 
for increased responsibility and con- 
centrated management. Where there 
are a large number of people run- 
ning a business responsibility is not 
fixed. If things go wrong nobody 
is responsible. Where there are just 
three men running the major de- 
partments of the business mistakes in 
judgment will immediately be ap- 
parent, responsibility is fixed. If 
one of these three managers is suc- 
cessful he received the credit. If 
he is not successful then. there is the 
greased plank that tilts outward. 





Nesco Electric Roaster 


It is of oval shape and will accommodate 
a 10-lb. ham, or a 60-lb. chicken, etc. 
Cooking well and cover seamless steel, 





porcelain enameled. Body, base and 
handles of baked Japan in ivory and brown 
and ivory and green. Sides and bottom in- 
sulated with pure mineral wool fibre, %4-in. 
thickness on the sides and 1%-in. thickness 
on bottom. Has heating units on sides. 
Bottom of cooking well is also heated, 
providing gravy-browning heater. Enameled 
cooking set of three pieces can be used in 
the roaster at one time. Baking set of six 
pieces is also supplied, allowing baking of 
cakes, biscuits, bread, pies, and other 
pastry dishes suggested in the Electric Re- 
cipe Books. Self seal between cover and 
inset provided by a channel in the latter 
into which rim of cover sets. As steam 
condenses on inside, it flows into channel 
and seals, thus retaining food flavors. In- 
dividually packed in cartons. National 
Enameling & Stamping Co., 270 N. 12th 
St., Milwaukee, Wis. 
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While crossing a common an old 
woman noticed one of those men who 
go around jabbing a pointed stick into 
scraps of paper to gather them up. 

Stopping beside him she said, kindly, 
“Don’t you find that work very tiring?” 

“Not very much, mum,” replied the 
man. “You see, I was born to it— 
my father used to harpoon whales.” 


Lady: “My husband was a tramp, 
too, but he suddenly decided to make 
a man of himself.” 

Mendicant: “No wonder lady, with 
a beautiful woman to inspire him—” 

Lady: “Well, come in and I'll see 
about some sandwiches.” ‘ 


HE NOTICED 
Carpenter: “Didn’t I tell you to no- 
tice when the glue boiled over?” 


Assistant: “I did. 
past ten.” 


It was a quarter 


Judge: “Gentlemen of the jury, have 
you come to a decision?” 

Foreman: “We have, Your Honor. 
The jury are all of the same mind— 
temporarily insane.” 


Instructor—What is the feminine of 
bachelor? 


Student—Er-er-lady-in-waiting. 


He: I’m coming in. How can I get 
this door open? 

She: The key is under the mat but 
please don’t come in. 
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Nell—I hear their engagement was 
broken off through a misunderstanding. 

Bell—Yes, he understood she had 
money, and she understood he had. 


“Sir, I believe you are trying to kiss 
me!” 

“Well,.now that you know, suppose we 
quit assaulting each other and cooperate 


a little.” 


Customer (pointing to Chinese char- 
acters on laundry ticket—Is that my 
name? 

Chink Laundryman—No, ’scliption. 
Means li’] ol’ man, cross-eyed, no teet’. 

Customer—Er—Thank you. 


An English bishop received the fol- 
lowing note from the vicar of a village 
in his diocese: 

“My Lord: I regret to inform you 
of the death of my wife. Can you pos- 
sibly send me a substitute for the week- 
end?” 


Young Artist—‘You are the first of 
my models I have ever kissed.” 

Model—*How many have you had?” 

Young Artist—“An apple, a banana, 
a bouquet, and you.” 


Ed—I guess you’ve been out with 
worse looking fellows than I am, haven’t 
you? 

(No answer.) 

Ed—I say, I guess you’ve been out 
with worse looking fellows than I, 
haven’t you? 

Co-ed—I heard you the first time. I 
was just trying to think. 





in Pliers 


KLEIN 


OOD workmen demand 
good tools—your cus- 


_ tomers appreciate 
quality in pliers--that’s why 
they demand Kleins. Klein 
Pliers have been the stand- 
ard with master workmen 
and public utilities “‘since 
1857,’ and are made in a 
wide variety of sizes and 
styles to meet every require- 
ment. Check over your 
stock of Kleins with your 
jobber and be prepared to 
fill the needs of your cus- 
tomers who want the best. 


Buy From Your Jobber 


KLEI 





& Sons 





3200 BELMONT AVE., CHICAGO 
RRS Se CRE 
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CROLITE 
CEMENT 


Mends anything—wood, metal, 
leather, tile, glass, cloth, 
paper, etc., etc. 
use right from can. i5e and 
25e cans. Liberal trade dis- 
counts. Ask your jobber or 


write us. 
HENRY L. CROWLEY & CO. 
West Orange, N. J. 













The Mark of Quality 
In Wiring Devices 


The Circle F Trade-Mark is 
your guide and assurance of 
absolutely dependable Elec- 
trical Wiring De- 
vices. Ask your 
Jobber to supply 
you with Circle F 
products. 


Circle F Mfg. Co. 
Trenton N, J. 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 


glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
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Information reg 


by the Who Makes It? Editor is here presen 
who may be seeking the same articles. 


Wuo MakesiIr? 


ing sources of supply as provided readers of Hardware Age 


ted as an aid to others in the trade 
The inquiries reproduced have been 


selected because of their general interest to hardware merchants and buyers. This 
editorial feature in each issue supplements the service rendered by the “Who 


Makes It?” issue published on Sept. 29, 1932. 


It will be appreciated if readers, 


when writing to the firms mentioned, will state that they saw the product listed in 
the Hardware Age ““Who Makes It?” section or issue. 


Morristown, TENN.: What firm 
serves as U. S. sales representative for 
the cutlery items made by A. W. Wads- 
worth & Son? — Whittaker-Holtsinger 
Hardware Co. 

ANSWER: Adolph Kastor & Bro., 
Inc., 1239 Broadway, New York City. 


* + 


Pekin, Itt.: Who makes the Cozy 
Home heating stove?—-Pekin Hardware 
Co. 

ANSWER: Mount Vernon Furnace 
& Mfg. Co., Mount Vernon, III. 


eS @ @ 


Burnet, Texas: Who makes IXL 
pocket knives with iron handles?— 
Churchill Hardware Store. 

ANSWER: Geo. Wostenholm & Son, 
258 Broadway, New York City. 


* * * 


Dover, N. J.: Who makes the Crown 
bicycle?—-S. H. Berry Hardware Co. 

ANSWER: Hedstrom-Union Co., 
Gardner, Mass. 


* * * 


Huntineton Station, N. Y.: Who 
makes brass butts under the trade 
mark Fiwale?—Milton E. Felt. 

ANSWER: Fiwale Equipment & Mfg. 
Co., Inc., 64 Reade St., New York City. 


* * * 


Warrenton, Va.: Where can repairs 
for a Juno lamp be obtained?—War- 
renton Supply Co. ' 

ANSWER: The Miller Co., Meriden, 
Conn. 

* * * 

QuanaH, Texas: Who makes Rex 
laundry stoves Nos. 82 and 88?—J. D. 
Carroll Hardware Co. 

ANSWER: Gray & Dudley Co., Nash- 
ville, Tenn. 

* * * 

St. Louis, Mo.: Who makes the cali- 
per rule, measuring 3 in., marked G. & 
J. Products, made in U. S. A., and sold 
in chain stores at 10c. each?—Schroeter 
Bros. 

ANSWER: Greenberg & Josefsberg, 
20 West 23rd St., New York City. 


* & 


New Britain, Conn.: Where can we 
purchase pumps for transferring fuel 
oil from drums into bottles for range 
burners? An ordinance has been passed 


in this city prohibiting the use of fau- 
cets——Rackliffe Bros. Co., Inc. 

ANSWER: F. E. Myers & Bros. Co., 
Ashland, Ohio; Blackmer Pump Co., 
Grand Rapids, Mich., and Deming Co., 
Salem, Ohio. 

* * * 

Boston, Mass.: Where can we secure 
door chimes, working from a button 
switch on the outside of the door, which 
ring the chimes when the button is 
pushed?—Levy’s Back Bay Hardware 
Co. 

ANSWER: National Systems Co., Inc., 
300 Vincent Bldg., Cleveland, Ohio. 


* %* 


Rankin, Pa.: Who makes the Sun- 
beam coal cook stove?—Mozeik Hard- 
ware Co. 

ANSWER: Fox Furnace Co., Elyria, 
Ohio. 

* * * 

Anaconpa, Mont.: Who makes a 
combination toastwich machine and 
waffle iron, as is being sold by depart- 
ment stores for $1.98?—J. P. Stagg Co. 

ANSWER: Broark Mfg. Co., 715 
Ostrich Lane, Toledo, Ohio. 


* + * 


Inp1aAN OrcHarpb, Mass.: Who makes 
Columbia radiator inclosures?—Mor- 
rissey Bros. Co. 

ANSWER: Columbia Metal Box Co., 
226 E. 144th St., New York City. 


* & 


Ottumwa, Iowa: Who makes the 
Alpine electric health lamp?—Quality 
Hardware Co. 

ANSWER: Hanovia Chemical & Mfg. 
Co., Chestnut & N. J. R. R. Avenue, 
Newark, N. J. 

* * * 

CAMPBELLTOWN, Pa.: Who makes an 
electric powered horse radish grater ?— 
A. M. Brandt. 

ANSWER: John E. Smith’s Sons, 55 
Broadway, Buffalo, N. Y. 


* + 


Brooxk.yn, N. Y.: Who makes elec- 
tric orange paring machine?—Singer 
& Singer. 

ANSWER: Goodell Co., Antrim, 
N. H.; Reynolds Electric Co., 2646 W. 
Congress St., Chicago, IIl., and G. S. 
Blakeslee & Co., 19th and 52nd Ave., 
Cicero, IIl. . 
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Safe Electrical Cord Movement 
(Continued from page 31) 


adopted, C. K. Creiger, chief in- 
spector of the Chicago Electrical 
Bureau, recognized an opportunity 
to oppose the use of inferior and 
hazardous cords without having a 
sales ordinance adopted. Five in- 
spectors of the department were as- 
signed to visit all retail outlets in 
the city to explain the difference be- 
tween approved and unapproved 
cord, and to point out the advantages 
of safe cord. Considerable progress 
has been made with the Chicago 
activity, as the inspectors have been 
able to convince most of the dealers 
visited of the advisability of selling 
approved cord exclusively. More 
than 3000 dealers and 200 electrical 
lamp and appliance manufacturers in 
Chicago have already been called on. 


200 Communities in Line 


Other communities were quick to 
sense the merits of the Chicago 
activity and started similar cam- 
paigns in their own cities, until more 
than 200 communities in the country 


are following Chicago’s example. 
The movement is being publicized 
through local newspapers, and sup- 
ported by local Electrical Leagues 
and other groups. To center addi- 
tional attention on safe cords a pub- 
licity and industry movement cam- 
paign has been planned in 106 cities 
of more than 100,000 population, 


which will reach a total of forty mil- | 


lion people. 

Inspectors who are cooperating in 
the movement report that most re- 
tailers handling sub-standard cord 
do not realize that this disregard for 
safety makes the merchant liable, 
according to competent legal opinion, 
if fires, or accidents are caused by 
such cord. The inspectors also found 
that few dealers were aware of the 
fact that approved cord, costing only 
from Yc. to lc. per six foot 
length more than sub-standard cord, 
actually has a life many times longer 
than unapproved cord, and is there- 


fore, most economical in the long | 


run. 





The C. R. H. A. Window Equipment 


(Continued from page 33) 


crash or Duvetyn in the standard as- 
sortment. 

The background panels are made 
up of Masonite, strongly braced in 
back with 1 x 2’s and with materials 
applied so that there is no possi- 
bility of wrinkles or shrinkage. 

The Chicago Retail Hardware As- 
sociation can at any time secure 
practically any type of material for 
background purposes such as felt, 
felt appliques, display sateen, etc. 


Complete Set: 

1—33 x 72-in. Panel 
2—28 x 66-in. Side Panels 
2—17 x 60-in. Side Panels 
1—33-in. circle 





$19.00 
1 Font 114-in. Felt Letters 
1 Font—3-in. Felt Letters 10.00 





. .$29.00 
F.0.B. Chicago 


Total Price 





Pennsylvania Locksmiths Lose Fight to 
Restrict Key Making 


(Continued from page 28) 


tempted to get this bill through for 
their own convenience. While there 
are undeniably protective aspects to 
the measure, and while it would keep 
street hawkers out of business, it 
would also put the hardware men out 
of the lock and key picture. 
“Actually, the neighborhood hard- 
ware store is the natural place to 
which to turn in seeking duplicate 
keys or adjustment of locks. We are 
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able to perform a very tangible ser- | 


vice to the public. 


“However, the average yearly lock | 
and key business of the majority of | 
neighborhood hardware stores nets | 


about $200. If we were forced to 
pay in the neighborhood of 30 per 
cent of that amount in license fees, 
it wouldn’t pay us to maintain the 
service. The locksmiths, of course, 
were aware of that.” 
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Where Master 
Padlocks will be 
exhibited 





Maste 





World’s Fair 
Chicago-June 1 to Nov. 1 
Booth 1— Building 1 
General Exhibits Group 4 


MASTER 
LOCK 










World’s 
Largest 
Exclusive 
PADLOCK 
Manufacturers 
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*“Veos” Steel Sinks 
Are of Light Weight 


The name meaning “vitreous enameled 
on steel.” These sinks, made from heavy 
gage special steel, are of light weight and 
modern design, The Washington 60 in. 
double drainboard weighing 106 lb. when 





Furnished in acid 
White enamel fin- 


crated for shipping. 
resisting enamel only. 





ish is electrically fused over the sturdy 
steel base. Each of the President line 
models has straight sides, while the drain- 
boards are an integral part of the sink. 
Washington and Adams models are fur- 
nished with an opening for any 2 in. 
standard drain fitting or, when ordered 
may be equipped with a 4 in. duo strainer. 
Each model except flat rim Monroe model 
s furnished complete with especially de- 
signed hangers, lag screws, spacers, wash- 
ers and complete erection instructions. A 
catalog has been issued illustrating and de- 
scribing the Veos steel sinks of the Presi- 
dent line. The Youngstown Pressed Stee) 
Co., Warren, Ohio. 


Westinghouse Washer 
Line Includes Six Models 

Includes six models, five of them new, 
MK-3, $120, improved agitator spinner 
dryer washer equipped with water dis- 
charge pump and finished in attractive 
green and beige color scheme. New Pari- 
Vane agitator gives gentle yet rapid wash- 
ing action. Dryer revolves at 1000 r.p.m. 
Movable turret permits discharge of water 
from spinner either into washer tub or 
into set tub to suit convenience of opera- 
tor. HW-3, patented “finger touch” con 
trol embodying agitator which starts and 
stops with slightest touch of finger. Has 
Pari-Vane agitator. Nine pound capacity. 
Corrugations on side of tub give old-fash- 
ioned washboard effect, increasing efh- 
ciency in washing operation. Heavily in- 
sulated motor switch. Wringer starts and 
stops at the touch of a finger. Wringer 
frame of heavy cast iron, finished in vit- 
reous porcelain enamel. Drain board re- 
verses automatically as direction of rota- 
tion of wringer rolls is changed. Positive 
safety release on top of wringer. Wringer 
head anchored in frame preventing its fly- 
ing out when pressure is released. Wringer 
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swings into eight positions, rolls stopping 
automatically when wringer position is 
changed. Large 2% in. balloon rolls. 
Heavy frame braced to give maximum ri- 
gidity—large two and one-half inch rub- 
per casters. Washer finished in beige and 
green porcelain enamel. HW-3, _ illus- 
trated, list $100. Model HP-3 $110, same 
as model HW-3, except that it is equipped 
with water discharge pump. FW-3, list, 
$70, has nine pound capacity, large sized 
corrugated tub, finished in _ porcelain 
enamel inside and out. Reversible wringer 
swings to eight positions. Pressure con- 
stant, wrings handkerchiefs or blankets 
equally well without adjustment.  Pari- 
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Vane four fin agitator. Large oversize 2%4 
in. balloon rolls. Model FP-3, same as 
model FW-3, but equipped with water dis- 
charge pump, list, $80.00. IW-3, under- 
neath agitator type, balloon roll wringer, 
one control lever placed within convenient 
reach, starts and stops agitator. One con- 
trol lever for starting and stopping wringer 
roll. Heavy corrugated tub, exterior and 
interior covered by special porcelain 
enamel. Oversize capacity 1% hp. motor. 
Three fin Pari-Vane agitator. List, $50.00. 
List prices, slightly higher in west. West- 
inghouse Electric & Mft. Co., E. Pitts- 
burgh, Pa. 





Briggs Kitchen Sink 
Is of Light Weight 


Made from one piece of heavy-gage 
pressed metal, a 60 in. double drainboard 
model weighing 70 lb., while a_ single 
drainboard model, 43 in. long, weighs 50 
lb. Marketed under the name “Brigsteel” 
these sinks are pressed from one piece 
of 14 gage Crystal Etched Armco Ingot 
Iron, an improved enameling metal which 
grips and holds porcelain enamel very se- 
curely. Stainless acid resisting enamel is 
used. Each sink receives three coats of 
enamel on the exposed surfaces. Under- 
neath a special liquid fibre composition 
is sprayed on as a sound deadener. Of 
attractive and modern appearance. Both 
models have sumps eight inches deep. 
Fixtures are 22 in. wide, with skirt eight 
inches wide, and back-splash eight inches 
high. Drip is 19 in. long. Fully pro- 
tected for shipment by being packed in 





plywood boxes which totally enclose fix- 
ture. Packed for shipment respective 





weights are 75 lb. and 105 Ib. 
Mfg. Coz, Detroit, Mich. 


Briggs 


Gold Medal Dog Cot, Sun Bath 


Dog Cot, No. 122 has a mattress filled 
with vermin-proof Kapok and covered with 
an attractive detachable and washable slip 
cover. Frame finished in Mapletone, list, 
$3.00. No. 165 Sun Bath Cabinet, com- 
plete with No. 1 “Gold Medal” cot, list, 
$25.00. Curtain flap has hookless fasten- 
ers and tie straps with large pockets on 
the inside to care for loose articles. Cover 
of dark green sun fast material. Frame 





demountable and may be packed in one 
roll. Packed one to a carton, shipping 
weight 39 Ib. Lounge Cart No. 199, list 
$23.00 complete, $15.00 without cushion. 
Chassis of Wisconsin air-dried hardwood, 
varnished and trimmed in black. All 
metal parts cadmium plated. Has remov- 
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able magazine cushion and back. Lazy- 
back adjustable to four positions, includ- 
ing full reclining position. Cushion up- 
holstered with Kapok. Gold Medal Folding 
Furniture Co., Racine, Wis. 
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$12.50 
FOOD MIXER 


FREE 


WITH HAMILTON BEACH 


VACUUM CLEANER 
(GOLD STAR MODEL) 


for a limited time only 








Right at the height of the Spring selling season Ham- 
ilton Beach offers you this powerful impetus to vacuum 
cleaner sales. Never have you been able to present your 
customers with as outstanding a value as this. 


° Hamilton Beach “Gold Star” Food Mixer as illustrated 
l as Ui Cr {without Bowls or Stand} . . Consumer Value, $12.50 
Hamilton Beach “Gold Star” Vacuum Cleaner 
Gx truded Brass | - + « + + « + Regular Consumer Price, $39.90 
{ Note. You may get “Gold Star” Food Mixers equal to the eT 
s number of “Gold Star” Vacuum Cleaners which you now $52.40 
have in stock for $2 each. F.O.B. Racine.) 
Entire cost of this premium mixer is absorbed by Ham- 
ilton Beach. No change in liberal dealer’s discounts. 
$52.40 VALUE FOR $39.90 
, FFSET the reduced 


; There’s The Hamilton Beach “Gold Star” model Vacuum Cleaner is rec- 

sales volume ob- . acaeililiinaedias aiiiaadih wei mmemiicte. Oe : 
) Profit c ognized as an outstanding value without any premiums. Now the 
' tained on lower grade offer of a Food Mixer—adapted from the standard Hamilton 

















| in : , aie  Sreereaganet IP pen cal pae iat mall ealilinn 
: merchandise by selling | Beac h Food Mixer, which was nationally adve rtised and sold 

; Selling ¢ free, is the profit opportunity of a lifetime. Place your order with 

| Securit BETTER grades when- | your jobber salesman. Write direct for complete advertising and 

y | sales helps. Hamilton Beach Manufacturing Co., Racine, Wis. 


. ever possible. 





A word to your customer about the fine 
pin tumbler lock work and extra security 
assured in Eagle Extruded Brass Padlocks 
will increase your volume and profit on 
padlock sales. 


Six sizes from 1 to 244 inches. 
Sk ad 


The Eagle Quality Line 


Night Latches | Store Door Sets | Wood Screws eS ee ee 
Trunk Locks Padlocks Stove Bolts | “e hase se Food Tine — 
Front Door Sets | Cabinet Locks cn etioh duntinges ‘whips ercenns 
EAG E i - C The “Gold Star” Vacuum Cleaner is 

enera a = a motor-driven beating brush type; 


and mashes potatoes. No special 
26 Warren Street-: “York, equipped with high quality Hamil- 












Machine Screws 


x * * 


bowls needed. 
ton Beach motor, precision ball 

















i | bearings, positive nozzle adjust- 
pyrene ag 4 Ged | ment, self-lubricating wheels, fool- 
Fracseipata.Pa "Fchicopa tl Bosal | proof belt, and is lightweight and 
Works: at Terryville,, | easy to handle. 
= = HAMILTON BEACH 





MAY 25, 1933 57 














Everhot Electric Casserole 


Has Pyrex baking glass cover, of stand- 
ard replaceable size, vitreous enamel cook- 
ing compartment, bisque color; enameled 
body, lettuce green trimmed with black. 
Body fully insulated with Everhot drum- 
type element to heat casserole. Two degrees 


of heat, “high,” 360 watts, “low,” 120 watts, 
both at 115 volts. Heat controlled by three- 
terminal plugs; Underwriters’ approved 


cord and plug. Holds 2% quarts of liquid. 
Handles 4-lb. roast. Bakes, stews and cooks. 
Model EC-7 illustrated. Model EC-8 
equipped with half round utensils while 
EC.9 has Everhot broiler and fryer, Broiling 
rack for steaks and chops or for any type of 
open burner cooking. The Swartzbaugh 
Mfg. Co., Toledo, Ohio. 





Lionel Craft Toy 
Boat Steers Itself 


Runs in a straight line then by means 
of a rudder-mechanism will put about and 
return straight to the operator. Rudder 
may also be locked into any desired posi- 
tion for conventional operation, running 
for nearly five minutes under its own 





power. Of steel enamel finished construc- 
tion, modeled after real speed boats. Motor 
hidden within hatch is easily reached. 
Winds easily and has smooth-acting brake. 
Length 17% inches. Solid brass trim. Silk 
flags at bow and stern. Suggested retail 
selling price, $3.50. The Lionel Corp., 
15 E. 26th St., New York City. 


Robertshaw Combination 
Control 


An oven control thermostat and oven gas 
valve contains standard model “F” Rob- 
ertshaw “Automaticook” oven thermostat 
of “dial” type. Oven thermostat surround- 
ed by chromium plate. The oven gas cock 
actuates below this plate, traveling from 
a point immediately below the plate—the 
“off” position—to the horizontal or “on” 
position. Both positions clearly marked 


on plate. Grouping brings complete oven 
controls together and entire unit is in- 
stalled on the manifold panel. While oven 
thermostat and gas valve are grouped to- 
gether their operation remains entirely in- 
dependent of each other. Either control 
is instantly accessible for adjustment or 
regulation without disturbing the other 





unit. Even at a distance, according to the 
maker, it is instantly discernible whether 
gas valve is turned completely on or off, 
and there is no danger that the operator in 
turning dial to secure desired temperature 
setting will turn gas supply off and on. 
Robertshaw Thermostat Co., Youngwood, 
Pa. 


Issue Catalog On Moore’s 
Reversible Oven Gas Ovens 


Illustrates in actual colors the exterior 
of the company’s line. Various features 
and conveniences included in the various 
models are shown and described. Specifica- 
tions on the various models are given. The 
company has issued a price list on its line. 
The Moore Corp., Joliet, Ill. 


Craig “EasyClean” Brushes 


Semi and full Dutch Kalsomine brushes 
for use with cement paint and all water 
paints. Detachable handle is secured to 
the brush back by means of a pair of stand- 
ard garden hose couplings; the ferrule 
holds the back one eighth of one inch away 
from the bristly separator assembly, thus 
forming a water channel. Separators are 
perforated and a flexible rubber strip valve 
is secured over these perforations between 
bristle rows. To clean, handle is removed, 
brush is screwed to a garden hose, water 








is turned on and brush is worked up and 
down in the bucket end-ways and side- 
ways. Brush may be attached to a faucet 
if hose,is not available. Detachable handle 


permits use of long handles for low ceilings 
and places difficult of access with scaffold 
or ladder. Said to increase life of brush, 
permit bristles to retain their resiliency, 
eliminate shedding of bristles and to per 
mit brush to be used with different tints 
and colors without streaking. Invented by 
Carl F. Craig, Winter Haven, Fla., painter. 
Rex P. Jensen & Co., Manufacturers’ 
Agents, Tower Petroleum Bldg., Dallas, 
Tex. Licensed manufacturers: Rennous 
Kleinle Div., Pittsburgh Plate Glass Cov., 
Baltimore, Md.; Wooster Brush Co., 
Wooster, Ohio; Samuel M. Dell & Co., Inc., 
Baltimore, Md.; Morck Brush Mfg. Cv.. 
San Francisco, Cal., and J. C. Pushee & 
Sons, Boston, Mass. 


Stanley Table Leg Braces 


Nos. 44614-44614, table tennis (ping 
pong). Braces rigidly support table legs 
when open, permitting legs to fold flat 
against the table when closed. Equipped 
with positive lock, which is easily operated. 
No. 446 brace, extra heavy, for use on 
temporary banquet tables, roadside stands, 





folding counters, folding shelves in hotel 
sample rooms, etc. Extra strong, 1% in. 
wide of extra heavy wrought steel, cad- 
mium plated. Locking feature easily oper- 
ated. List prices: No. 446K, $1.40 net per 
set of four with screws; No. 446% K, $1.03 
net per set of six with screws and No. 
446% K, 96c. net per set of six with screws. 
The Stanley Works, New Britain, Conn. 





Issue Brochure On Plan of 
Cuneo Unit-Built Catalogs 


Describing the services offered by The 
Catalog Service Division of The Cuneo 
Press, Inc., 2242 Grove St., Chicago, II. 
This service relieves the wholesale dis- 
tributor of all details connected with the 
issuance of his catalog on hardware, mill 
supply, electrical supply, plumbing supply 
and auto accessory lines. The company 
has prepared units covering the majority 
of heavy hardware, mill supply, machinery, 
and auto accessory lines, which are re- 
vised to date. These units are ready for 
immediate use, using all available space. 
Pages prepared by assembling various 
units selected by the wholesaler, with 
larger units being used where desirable. 
The brochure tells how the job is done, 
explains terms of payment and explains 
the Cuneo “Keep-Up” Service which keeps 
salesmen’s and house loose-leaf catalogs 
always up to date. A folder entitled, “In- 
creased Paint Distribution by the use of 
Cuneo Unit-Built Catalogs” has also been 
issued by the company. 
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ce 
new Peocr Door Check 


retails at 5o0¢ 


For All Screen and Storm Doors 





Patent 
Pending 


Made in 
U 


Neat in Appearance, Bronze Finish, 514” Overall 


LOOKS and ACTS like a*2°°TTEM 


Easily installed 
NO ADJUSTMENT NECESSARY 


Tension of ordinary screen door spring 
regulates closing action. 


Packed in individual cartons, $3.75 
1 dozen in box, at.....2..e-. 
Counter display door furnished without charge 


Season is Here - Onder Now 
The BOYE NEEDLE COMPANY 


4343 Ravenswood Avenue CHICAGO 
MAKERS OF STAINLESS STEEL KITCHENWARE, HOUSEHOLD SPECIALTIES 





TREASURE 


Buried Where 
Digging’s Easy 
eho 


AKE HARDWARE 
AGE your chart 
to help you find the 
way to increased sales. 





Ideas, tried and suc- 
cessful are deposited in 
the pages of each issue. 


A little light digging 
and they’re yours to use 
and profit by. 





The advertisers, too, 
offer helpful ideas to 
the wide awake hard- 
ware man. 


read 


HARDWARE AGE 





MILK CANS 
are big sellers to FARMERS 


Known and used for 65 
years. Being widely and 
favorably known makes 
them easy to sell. Sani- 
tary and serviceable. Easy 
to wash and keep clean. 





Dealers profit by concen- 
trating on these popular 
sellers. All standard pat- 
terns and capacities. The 
Solar Minnesota and Coast 
Special patterns are out- 
standing sellers with 
Hardware dealers who 
serve rural sections. 


Note Results 
Of NEVERLEAK nate 


200,000 heavy blows in a special machine designed for test 
purposes failed to develop a single leak. In another test, a 
10-gallon SOLAR milk can was filled with water and dropped 
from a height of 30 feet to a solid concrete pavement and 
the can failed to leak. 

Users may never require ALL the RESERVE STRENGTH 
ie be built into SOLAR milk cans, but it’s THERE if they 
should. 


These SOLAR Features Make Sales 
I1—NEVERLEAK bottom. 2—Welded breast and cylinder 


seams, smooth, sanitary, extra strong. 3—Heavy coat of tin 
to resist rust. 4—Made of dent-resisting steel. 5—High fin- 
ish and careful, expert workmanship. 


Liberal profit to Dealers. 


lf Your 
Jobber 
Cannot 
Supply 


ou-— 





for Your 
Nearest 
Source of 


Supply 





NEVERLEAK BOTTOM OLD ROLL BOTTOM 


Note open surfaces in bottom roll 
and openings between parts for 
moisture, dirt and rust to collect, 
either through separation or 
through rivet holes. 


All parts completely filled and 
sealed with Sealtite metal. Prac- 
tically inseparable for life of can. 
Strongest construction ever ap- 
plied to milk cans. 


SOLAR-STURGES MFG. CO. 


MELROSE PARK ILLINOIS 
169 Duane Street New York, N, Y. 


World's LARGEST Manufacturers of 
Milk and Ice Cream Cans 
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New One Pound Packages 
for Grasselli Products 


Illustrations show the new one-pound 
packages of Manganar Rose Dust, Dutox 
and Arsenate of Lead Powdered, offered 
by Grasselli. The label for Manganar Rose 


Dust is in red, green, white and black and 








shows roses in full bloom. Directions for 
application and uses for which the product 
is intended are given on the label. For 
Dutox a colorful and attractive label is 


MANGANAR 
ROSE DUST 














being used. It contains directions for 


spraying and for dusting and includes an 
analysis of the product, etc. The Grasselli 
Chemical Co., Inc., Guardian Bldg., Cleve- 
land, Ohio. 


Devoe & Raynolds 
Brush Assortments 


In attractive display box illustrated. Box 
shows some of the uses for paint brushes. 
Devoe & Reynolds Co., Inc., 1 W. 47th St., 
New York City. 







Air-Plane Swing 


For children two to ten years of age; 
for keeping them fit and for building 
their muscles. Child operates swing with 
same body motion as one rowing a boat. 
May be installed in doorways, arches, from 























playroom ceilings, trees, etc. Handles, 16 
wide, front frame 23 in. high, 21 in. seat 
Ropes of %%-in. first grade sash cord 
weight test 175 lbs. Standard color, orange 
and black toy enamel. Bryan Equipment 
Co., 123 S. Beech St., Bryan, Ohio. 


“Corobuff” Decorative 
Display Material 


For window, showcase or wall case use, 
in fans, columns, pedestals or panels. 
Plain or scored, packed in individual cor- 
rugated cartons. Gold and silver rolls, 25 
inches wide, 20 feet long. Thirty other 
colors or combinations offered in rolls 30 
inches wide and 40 feet long. Plain 
“Corobuff,” list, 1 to 24 rolls, $2.50 per 
roll, larger quantities at lower price. 
Scored “Corobuff” standard 2%%-in. scor- 
ing, $3.25 per roll, special scoring, $3.25 
per roll. Minimum order 10 rolls of one 
dimension on special scoring. Standard 
4-in. black caps (for use on columns) $10 
per thousand—25c. per dozen. Other col- 
ors and sizes on special order only—min- 
imum order 1000 caps. Illustration shows 
a column made from “Corobuff.” Frank 
M. Sayford Co., Inc., 50 Washington St., 
Brooklyn, N. Y. . 





Improved “Elasticord” 
Electric Heater Cord 


Contracts and expands as attached de- 
vice is moved. Improved “Elasticord” has 
lighter tension and is said to be completely 
non-kinking and non-tangling. Furnished 
in labeled 16 Ga. 10,000 cycle “Elasticord” 
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with screwless plugs, soft rubber caps. 
Has no springs. One year guarantee. List 
prices, 75B  switchless set, 75c., 90B 
switch set, 90c. United Elastic Corp., 
Heater Cord Division, Easthampton, Mass. 


Universal Electric 
Toaster and Casserole 

Casserole E965, list $4.95, has a three 
quart capacity with two heats, low, 100 


watts, high 325 watts. Finished in ivory 
enamel with green enamel top. Heavy 





aluminum lining, surrounded with thick 
wall of high insulating material and en- 
cased in a steel outer shell. Will not chip 
or break and is easily cleaned. Connects 
to any electric, light socket. Inside diam- 




















eter, 6% in., outside diameter, 9 in. 
Packed in individual carton. Weight 7 lb. 
Equipped with six foot art silk cord. Uni- 
versal Double-Quick Oven Toaster E7722 
toasts both sides of two slices of bread at 
one time. Chromium plate, blue diamond 
finish. Bread rack swings out and down 
on hinge. Equipped with nichrome wound 
mica unit, six foot art silk cord. List 
$6.95. Landers, Frary & Clark, New Brit- 


ain, Conn. 
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To their pleasant surprise, and profit, 
alert hardware and sporting - goods 
dealers have recently discovered that 
rifle and pistol targets actually are one 
of their most profitable items — not 
simply because of the sales profit from 
the targets themselves, but because 


A Tail That Does Wag the Dog 


A purchase of targets invariably leads 
to an endless chain of further sales— 
ammunition by the hundreds and thou- 
sands of rounds; new sights; the latest 
improved guns; cleaning accessories; 
shooting coats; rifle scopes; spotting 
scopes; indoor and outdoor bullet 
backstops; reloading equipment; etc., 














they are the tail that wags the dog. etc. 





N. R. A. SERVICE CO 











Write today for free samples 


827 BARR BLDG. and dealer discounts on the 
®©9 WASHINGTON, D. C. pro aga of official N. R.A. 











A SCREEN SENSATION! 


Lip-in Fly Screens 


Frameless—All Metal 


Another big profit maker for hard- 

ia y ware Dealers. Many outstanding im- 
@ provements over both old and newer 

é types of screens. 

Zip-in Screens sell at prices that 

compete with mill-made, wood- 

frame screens. 

Fewer sizes required to meet 

the needs of your customers. 

No fitting required. 
















= This shows a 
Zip-in Screen 
complete and 
ready for in- 
stallation. 


’ No Frames 
No Rollers 
No Guides 


No Built-in 
Box 






Pending COnveniently Stored 


P . : Each Zip-in is packed in a 3” 
Easily and quickly installed square container which is also 


from the inside. Only 4 screws used for storage purposes. 
to place—a screwdriver is the ¥ 
only tool required. No paint- 
ing or other maintenance ex- 
pense. 


THE CINCINNATI FLY SCREEN CO. -:- Gest and Evans, Cincinnati, Ohio 














Corrosion Proof 


You can assure customers that Cort- 
land Bronze Screen Wire Cloth is 
absolutely corrosion proof. Made 
from special alloy, 90°, copper and 
10°% zinc, producing the elasticity of 
hard steel wire cloth with greater 
durability than copper. We control 
every operation from raw material to 
finished product. 


Cortland 
BRONZE 


Wire Cloth == 


is obtainable in all widths in even 
inches from 18 to 42 ins. inclusive. 
Also 48-in. double selvage as 
standard. Bright or antique fin- 
ish. Made to comply with speci- 
fications adopted by "The Bureau New diseed te 












of Standards, Department of strong individual roll 
Commerce" S.P.R. 122-31. Ask fibre cartons. 
your Jobber for prices. E 
C GEE UR ONDEMSED Citas 
Fir (8TH PARDWARE Aceneea 


CORTLAND, N. Y. 

















attention and sells itself. 











5 and 10 cents per card. 


Discounts. 





All items are finished in either Dull Brass or Cadmium to meet 
the popular demand. Packed 1 doz. of each of the 32 items in a 
box—12 boxes in a carton. Every item a fast-moving staple. Popu- 
lar assortment packing in Lot A and Lot B. Send for Folder and 


McKINNEY MFG. CO.,N.S. PITTSBURGH, PA. 


McKINNEY Carded Hardware 


Displayed on open tables, McKinney Carded Hardware commands instant 


The McKinney line comprises 32 quick-selling items mounted on attractive 
cards, complete with screws, to retail at 
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Hardware Dealers! 
ARCHITECTS! BUILDERS! 





Should Have a 
Copy of our NEW 
CATALOG. New Designs, New 


Specifications, New Models of Caldwell Sash 
Balances, and other hardware items. New 
Sales Helps for Hardware dealers. 


Send your mame and address today. 


CALDWELL 


MANUFACTURING Company 
56 Industrial Street, Rochester, N. Y. 
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STOVE Gum 
BOLTS 


Stove, Tire, Sink BOLTS— 
Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 
Special Automatic Screw 
Machine Products 
U.S.S., S.A.E. Plain, S.A.E. Cas- 
—- or — 
ers’, Register ety, Furnace, 
Ladder, Sash CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 


THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Conn. 


Warehouses: 
New York Chicago 
Philadelphia 











Convention Calendar 


Week of May 21, 1933 


Sixty-sixth Semi-annual Convention of the American 
Hardware Manufacturers Association, and the Forty-third 
Annual Convention of the Southern Hardware Jobbers As- 
sociation. Joint Meeting. Memphis, Tenn. Headquar- 
ters: Hotel Peabody. May 22, 23, 24 and 25, 1933. Sec- 
retary, Manufacturers Assn., Chas. F. Rockwell, 342 Madi- 
son Ave., New York City. Secretary Jobbers Assn., T. W. 


| McAllister, Grant Bldg., Atlanta, Ga. 


Week of June 4, 1933 


THE HARDWARE ASSOCIATION OF THE CAROLINAS Con- 
VENTION, Hotel Goldsboro, Goldsboro, N. C. June 6, 7 


_and 8, 1933. Arthur R. Craig, secretary-treasurer, 803-5 


| Commercial Bank Bldg., Charlotte, N. C. 


MississipP1 RetTatt HARDWARE AND IMPLEMENT As- 
SOCIATION, 27th Convention, Robert E. Lee Hotel, Jackson, 
Miss., June 5, 6 and 7, 1933. Guy Nason, secretary- 


| treasurer, Starkville, Miss. 


Week of June 11, 1933 


AMERICAN O1L BurRNER ASSOCIATION 10TH ANNUAL 


| SHow AND ConvENTION, Hotel Stevens, Chicago, Ill. June 


12, 13, 14, 15, 16, 1933. Secretary’s office, 342 Madison 
Ave., New York, N. Y. 


LoutstaNA RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Francis Hotel, Monroe, La., June 12, 
13 and 14, 1933. J. C. Ritchie, secretary, Box 532, Rus- 
ton, La. 


Twenty-fourth Annual Congress National Retail Hard- 
ware Association, Knickerbocker Hotel, Chicago, III. 
Week of June 12, 1933. Herbert P. Sheets, managing di- 
rector, 915-935 Meyer-Kiser Bank Bldg., Indianapolis, 
Ind. 


Week of July 9, 1933 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociATION, Convention and Exhibit, composed of Ala- 
bama, Florida, Georgia, and Tennessee. Atlanta, Ga. 
Ansley Hotel, July 11, 12 and 13, 1933. Walter Harlan, 


secretary, 1450 Piedmont Ave., N. E., Atlanta, Ga. 


Week of Sept. 17, 1933 


Thirty-second Annual Convention and Exhibition, Penn- 


_sylvania and Atlantic Seaboard Hardware Association, 
| Washington Auditorium, Washington, D. C. September 


18 to 23 inclusive, 1933. W. Glenn Pearce, managing di- 
rector, Wesley Bldg., 17th and Arch Sts., Philadelphia, Pa. 
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SCROLL SAW BLADES—*.222:~ 


JIG—SCROLL— —FRET—PUZZLE—JEWELERS— 
COPING, etc. dicts — 











To fit all makes of ma- 
chines for cutting wood, 
metals, paper, fibre, cel- 
luloid, ete. 

















ARR A a i crn rat am iettathatr het . 
RULE T A co "eweereeeeee yeeereweeeer., 
BLADES ORR me aan 





are made ny Pg ously Swedish Steel with round backs for easy 
turning. filed exceedingly sharp—OIL HARDENED AND 
TEMPERED. Made in all the popular selling numbers. Send for Literature 
or order by machine manufacturers’ standard numbers. Also coping saws 
and frames. We are Headquarters for Special Saw Biades. 


THE RULETA CO. INC. 


e e 91 WARREN STREET, N. Y., U.S.A. e e 








SAMSON CORD. AGE WORKS 


BOSTON, MASS. 


Sete) o a 0) .9D) 


SAMSON SPOT, PHOENIX, and SACHEM brands 
la seater tsehersertl ites claietertaslatletattts 
“There IS a Difference in Sash Cord” 
OTHER BRAIDED-CORDS* COTTON TWINES 


Send for catali gue, samples and sé ling information 











O. AMES 


The Shovel That Built America 
AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 
Famous A B W Brands 


O. AMES KNOXALL RED EDGE 
BRONCO MONONGAH PONY 
PACEMAKER HUSKY COAL BLUFF 


Sand’s New Patented 


KING-KRAFT Putty Knife 


Cleans thoroughly paint containers with offset 
edge. Speeds removal of old potty, paint and 
wall paper. Spreads putty rapidly. Offset 
protects hands. Cleans ink and food con- 
tainers. Quick, profitable, seller for many uses. 


Sand’s New Economy KING-KRAFT 
Patented Paring Knife 


Offset edge cleans entire contents of food con- 
tainers without injury to hands, also handy 
for chopping up meats, vegetables and fruits. 
Double edge. Stainless steel. Offset point 
removes potato eyes, apple spots, etc. Rounded 
edge for pie making. Your jobber will 
supply you. 


SAND’S LEVEL & TOOL CO. 
8629-37 Gratiot Ave. Detroit, Mich. 
Sand’s Levels Tell the Truth 
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They are fast sellers 
because they can be used 
with or without a hammer 


Moore 
Aluminum Push-Pins 


To hang up things without marring woodwork 
or walls, 


6 for 10 cents 


Show the new small Counter Display containing twelve 
window-front packets. Ask your Jobber. 


MOORE PUSH-PIN CO. 
113-125 BERKLEY STREET PHILADELPHIA, PA- 













\ ri a : 
ACT NOW! oa 


Springtime Is fencing time. 


Equip yourself with Stewart 
literature, prices and dis- 
counts and be ready to con- 
vert that next inquiry into a 
profitable order for an tron 
or Chain Link Wire Fence, 
Gates or Miscellaneous tron 
and Wire Specialties. Write 
for our dealer’s proposition 
today stating products in 
which you are particularly 
interested. 


# Siew tna 
comes 


STEWART IRON WORKS COMPANY, INC. 
918 Stewart Block, CINCINNATI, OHIO 
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AN EXCLUSIVE FEATURE OF 


ALL SILVER LAKE 
PRODUCTS 


wiht: Sade LAKE ae AN? 


—E MAS 
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CLASSIFIED ADVERTISING 
RATES ’ 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 





Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply te “Business Opportunities,” “Sales 


: 1 POxED DISPLAY BATES 
ree ee 





Accounts Wanted” and “Sales Rep 
tives Wanted” advertisements. 





Set Solid, Minimum ef 50 words... . $3.00 
Each additional word...........+ 06 

All Capitals, Minimum ef 50 words.. 4.00 
Each additional word............ .08 

Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 





Discounts fer Classified Advertising 
4 insertions,10% off,8 insertions,15% eff. 
te the special rate, these discounts de 
not apply on Position Wanted or Help 
ee  anntod Advertisements. 
HARDWARE AGE is published every ether 
Thursday. Ferms close Nine Days previous 
te date of publicatien. 
Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 














BUSINESS OPPORTUNITIES 


HELP WANTED 


POSITIONS WANTED 





HARDWARE STORE FOR SALE on leading 
street in Flatbush Section of Brooklyn, N. Y. 
Rent and price reasonable. Address Box B-132, 
care of HARDWARE AGE, New York City. 


HARDWARE JOBBERS AND RETAILERS. 
We have a new patented novelty for the hard- 
ware trade. Address Paragon Company, Inc., 
144 Pine St., Providence, R 


SALES REPRESENTATIVES WANTED 


SALESMAN WANTED TO SELL shears. 
scissors, snips and manicure items to jobbers and 
related outlets, also department stores. Straight 
commission basis. No objection to carrying addi- 
tional non-conflicting lines. Territories open: 
Ohio, Indiana, West Virginia, Virgiriia, Kentucky, 
and Tennessee. Address—-The Henkel Company. 
Fremont, Ohio. 


SALESMEN WANTED ON COMMISSION 
to carry an article of merit for the industrial 
trade, a good repeater with little competition. No 
samples. Address Box B-130, care of Harp- 
ware Ace, New York City. 


ROPE SALESMEN WANTED—MANILA 
ROPE sideline; long-established trade New Jersey, 
New York State: 5% commission. Write fully 
giving references. Address Box B-39, care of 
Harpwarre Acre, New York City. 


WISH TO CONTACT HARDWARE SALES. 


MAN for a new item. Little Giant Co., No. 8 
E. 66 Street, Kansas City, Mo. 





























SALES ACCOUNTS WANTED 








WANTED FOR WISCONSIN, 
ILLINOIS, INDIANA AND 
MICHIGAN by aggressive sales 
organization specialty lines for re- 
tail, wholesale hardware and de- 
partment store trade. A 1 Credit; 
warehousing facilities; will carry 
accounts and do billing when nec- 
essary. Unquestionable reference. 


Address Box 7504-A 


HARDWARE AGE 
802 Otis Bldg., Chicago, IIl. 








EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 
City will find it to their advantage to register 
with this Bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 
to the errand boy. We need young men of 
intelligence, training and experience to fill these 
positions. No registration fee required. No 
charge unless placed. 

ASSOCIATED PLACEMENT BUREAU 

152 West 42nd Street 
New York City 


POSITIONS WANTED 


EXPERIENCED HARDWARE  PERSON- 
NEL with many years of training in the hard- 
ware and allied industries are registered with 
this Bureau. You will find among our applicants 
the highest types of executives, salesmen, clerks 
and technicians, each thoroughly experienced in 
his line. This is the only employment agency 
that specializes in the hardware industry. f we 
can help you in any way, please do not hesitate 
to call upon us. We charge you nothing for this 
service. 

ASSOCIATES PLACEMENT BUREAU 


West 42nd St 
New York City 











treet 
Wisconsin 7-1802—1803 





all distribution 


AN OPPORTUNITY FOR A MANUFAC. 
TURER to obtain a general sales manager having 
15 years’ experience and wide acquaintance 
through field work in the hardware, mill supply, 
auto accessory, industrial and public utility fields, 


with a successful record of results in national 
and all foreign markets. College education, 
speaks several languages. Well versed in or- 
ganization and operation of branch offices and 


warehouses with sales direct to user and through 
channels. Professionally, has 
sales and marketing studies for several 
large and nationally-known companies. Is open 
for new engagement. An interview may prove 
to our mutual benefit. Address Box B-140, care 
of Harpware Ace, New York City. 


made 








A MAN OF RECORD AND 
CHARACTER 
Sales executive of fine record, formerly sales manager 
large midwest jobbing house, now general manager 
largest retail hardware establishment Rocky Moun- 
tain Section, wants new connection with manufac- 
turing or jobbing establishment. Will go anywhere. 
— references; wide acquaintance jobbing chan- 


Siete Box B- Sn care of HARDWARE AGE, 
New York City 








I AM LOOKING FOR A JOB. Have had 
wide merchandising experience. First with lead- 
ing hardware manufacturer, then with Ww. 
Woolworth Company, later as manager of large 
New Jersey hardware store and in recent years 
have operated my own store. Primarily a sales- 
man. Location no object but have more intimate 
knowledge and acquaintance in eastern territory. 
Available immediately. J. K. Brownell, 279 Park 
Avenue, Elberon, New ersey. 


YOUNG MAN TWENTY- ONE YEARS OF 
AGE with six years’ experience in hardware 
trade wants position as a traveling salesman with 
wholesale hardware concern. Acquainted with 
practically ail lines of hardware. filling to go 
anywhere where a good, —— living, strong and 
hard-working man would be appreciated. Content 
to start at bottom. Best references. Address Box 
B-129, care of Harpware AGE, New York City. 


SALESMAN—HARDWARE, ELECTRICAL 
SPECIALTIES. Have traveled in Missouri, 
Illinois, Indiana, Kentucky, Tennessee, Texas, 
Arkansas, Oklahoma and Kansas calling on hard- 
ware, mill supply and electrical wholesalers, 
municipal plants, dealers and industrials past five 
years. Want permanent connection with manu- 
facturer selling same trade. Own car. Age 37. 
Address Box B-136, care of Harpware Ace, New 
York City. 


SALES MANAGER — ALERT, PROGRES 
SIVE, SUCCESSFUL sales record and organi- 
zation formation; broad knowledge of business 
principles, practices and procedure, also how to 
increase sales and profits, desires a connection 
with a progressive wholesale hardware or manu- 
facturing concern. Years of experience with one 
of the prominent wholesale hardware companies. 
Address Box B-134, care of Harpware AcE, New 
York City. 


HARDWARE MAN, forty-two zpore old, 
single, sober and industrious, ee ly experi- 
enced in retail and wholesale hardware, desires a 
position with reliable retail store as manager or 
salesman where ability and work will be ap- 
preciated. Can furnish best references. Can go 
anywhere—middle West or South preferred. Ad- 
dress Box B-69, care of Harpware Ace, New 
York City. 


SALESMAN DESIRES POSITION SELL- 
ING TO Illinois retail hardware and department 
store trade. Cover state thoroughly except Chi- 
cago, making all towns large and small. Have 
sold this trade for years. Am well established 
and have the dealers’ confidence. Am reliable and 
have a reputation cf being an able salesman. 
Address Box B-116, care of Harpware Acz, New 
York City. 























SALE 'SMAN desires to represent reputable 
manufacturers of non-conflicting lines throughout 
South America and the West Indies. Ten years 
of experience calling on the trade for four other 
well-known American manufacturers. Commis- 
sion basis with small monthly advancement. 
When replying please give full particulars of line 
in first ietter. Address Box B-100, care of 
Harpware Ace, New York City. 








HAVE REPRESENTED MANUFACTUR 
ERS IN CHICAGO and Central States for 20 
years. Am well acquainted with the trade. large 
and small. Want hardware and kindred lines on 
commission basis. Am qualified to plan merchan- 
dising of your products with you. Can give 
plenty of references Address Box 7503-A, 


Harpware Ace, 802 Otis Bldg., Chicago, IIl. 





WANT A GOOD COMMISSION LINE to 
the Southeastern trade direct from manufacturer 
to the dealer. Address M. F., care of Harp- 
ware Ace, New York City. 
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AVAILABLE — CONTACT REPRESENTA- 
TIVE to carry out plans and policies for the 
promotion of sales—to develop new channels for 
distribution. Practical merchandising experience. 
Successful sales record ide and intimate ac- 
quaintance in hardware field. Traveled exten- 
sively over the entire United States. Desires con- 
nection only with manufacturer. Salary second- 
ary to proposition offering stability and future. 
Address Box B-105, care of Harpware Ace, New 
York City. 





RARE OPPORTUNITY FOR MANUFAC- 
TURERS. College man, speaking several lan- 
guages, who has travelled all over the civilized 
world, excellent salesman with highest references 
from prominent hardware and tool manufacturers. 
will travel from Coast to Coast visiting small 
or large towns selling, collecting. advertising. 
doing missionary work if only small part travel- 
ing expenses are advanced. Address Box B-139, 
care of Harpware Acre, New York City. 





HARDWARE MAN, thirty-nine years oid, 
single, sober and_ industrious, twelve years’ ex 
perience in retail hardware, desires a steady posi- 
tion with reliable retail store as manager or sales 
man. Handy at repairs, etc. Can furnish satis 
factory references. Can go anywhere in Towa or 
Illinois. Available immediately. Address Frank 
Petges, Libertyville. Illinois. 


HARDWARE CLERK. MIDDLE- AGED. 
MARRIED, have 18 vears’ experience in Brook- 
lyn hardware stores. Can furnish best of refer- 
ences and am familiar with all departments. Will 
go anywhere in city. Willing to start_on small 
salary. Address Box B-126. care of HArpware 
Ace. New York City. 


ENERGETIC SALESMAN 
ABILITY is desirous of making a connection 
with a manufacturer of any product that has 
market todav. Will not expect any advance or 
drawing. What is vour proposition? Address 
Rox B-137, care of Harpware Acer, New York 
City. 
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POSITIONS WANTED 





HARDWARE MECHANIC FAMILIAR 
WITH PLUMBING, wiring, furnace work, and 
general repairing; thirty years old, married, good 
appearance and habits; excellent background busi- 
ness experience; would like steady position at 
living wage with future possibilities. New York 
State or nearby. Not afraid of work and can 
give satisfactory service. Please investigate any- 
way. Frank P. Williams, Ellicottville, N. Y. 


YOUNG MAN—THOROUGHLY EXPERI. 
ENCED CLERK and salesman in hardware and 
allied lines wants connection with future. Capa- 
ble, willing, educated, pleasing appearance. Age 
23, married. Consider any reasonable offer, any- 
where. Further information as to character and 
reference gladly furnished upon request. Ad- 
ag bey Spondrey, 2845 Hubbard St., Brooklyn, 

cw ork 





SALESMAN—TWENTY YEARS’ EXPERI- 
E NCE calling on hardware jobbers and retailers 
in Southeastern States, would like to make a 
connection with some reliable manufacturer where 
there is a future. Can furnish best of reference 
as to character and sales ability. Address Box 
B-133, care of HArpware Ace, New York City. 

YOUNG MAN, FIVE YEARS’ EXPERI- 
ENCE in wholesale and retail hardware and paint 
store, chauffeur’s license, seeks position in New 
York City, Long Island or Northern New Jersey. 
A hustler and good salesman; references. Ad- 
dress Box B-142, care of Harpware Ace, New 
York City. 








HARDW ARE CLERK—thoroughly experienced 
in retail hardware, housefurnishings and paints. 
Christian, 35 years of age, single. Handy at re- 
pairs, ete. Chauffeur’s license. Desires steady 
position in New York and vicinity. Address Box 

-192, care of Harpware AGE, New York City. 





SALESMAN, UNEMPLOYED, WANTS A 
JOB. Will cover all of Long Island territory 
on a very small salary plus commission. Has 
own car and knows the Island and merchants 
well. Will work hard and conscientiously. 
dress Box B-135, care of Harpware AGE, New 
York City. 





SALES OR GENERAL EXECUTIVE with 
unbroken record of real achievements, now avail- 
able. Background of university, actual selling of 
steel and hardware products, successful sales 
manager, and well-rounded ability to do things 
and do them well. At present seeking permanent 
connection with well-established industry requiring 
new methods, vision and sound judgment. Ad 
dress Box B-131, care of HArpwAre Ace, New 
York City. 

SALESMAN WITH _ FIFTEEN YEARS’ 
SUCCESSFUL EXPERIENCE in calling on the 
jobbing hardware trade of the South, and refers 
to hundreds of his old customers, is seeking em- 
ployment. Speaks ——- and has sold goods in 
Latin America. G. W. Jeffords, Box B-128, care 
of Harpware AcE, New York City. 


I HAVE HAD FIFTEEN YEARS’ EXPERI- 
ENCE in the Greater New York District and am 
looking for a proposition to represent manufac- 
turer or job! Can furnish first-class refer- 
ences as to character and ability. Address Box 
B-119, care of Harpware Acre, New York City. 

















Do you realize that no one fac- 
tor will draw people to your store 
like attractive window displays of 
seasonable merchandise? 


Hardware Age is continually 
reproducing such window displays 
—its representatives are always 
on the lookout for new ideas. 


Good Window Displays««««« «« «« «nx «« « « & 

And many dealers who require 
their own copy of Hardware Age 
find it highly profitable to sub- 
scribe to extra copies for their 


sales force. 


The cost, 31.00 per year, is re- 
turned over and over in better 
windows and increased trade. 
HARDWARE ACE, 239 West 39th Street, New York City 
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) CLANCY Galvanized 






Fast-Moving Profitable 
Spring Merchandise 
Gw9 


Satisfied Customers 


Repeat Business 
Cw 
ALL SIZES 
PROMPT SHIPMENT 
Ask Your Jobber 


J. R. CLANCY, Inc. 


Syracuse, New York 





A Popular Selling Dryer 


























— 
For Balcony Use s 
Affords house- —— 
wives greatest 
convenien-e when 
hanging clothes from ™ 
upper porch or balcony. 
Has a patented ratchet for 
swinging the clothes reel. The 4 
arms are 5 ft. 4 ins. long—holds 110 
ft. best cotton line. No under bracket for - 
clothes to rub against and get soiled or torn. r 
sily attached. Attractively colored. 
Popular seller. Send for Booklet which 
shows all styles. i 
HILL SS] E 
Clothes Dryer Co., Inc. — 





Worcester Mass. 


New York Distributor 
H. Kornahrens, Inc. 


Style D 
Balcony Dryer 




















COLUMBIAN 


is the ROPE that is 
flexible when wet... 
Sell your customers this 
Modern Rope. It rep- 
resents Value and Long 


Service. 


Columbian Rope Company 
Auburn, “The Cordage City”, N. Y. 
New York, Chicago, 
New Orleans 





Branches : 


Boston, 























Are Famous for Sharp Edge and Endurance 


Made from best Swedish mild steel, with 
inserted crucible steel bit. 


BANKO Scythes are guaranteed against 
manufacturing defects. 


BANKO Scythes are the best and most reliable made 
in Sweden and have been sold in U. 8S. A. since 1889. 


Beware of imitations. Demand the Genuine BANKO. 
From your jobber or write Factory office: 


SANDVIK SAW & TOOL CORPORATION 


107-109 Lafayette St. 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 











Stock and Profit with 


“G & B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 


“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 
COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Betablished 1818 America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Geergetewn, Conn. Chicage Kansas City, Mo. San Francisce 


WIRE 
Goops 


Gé 


QUALITY 


Provvuets 





COBBLER OUTFITS 
b <= 
PLY MO UTH 


COBBLER OUTFITS and Shoe 
Lasts and Stands are in big de- 
mand right now. Shoes are worn 
longer—men are “half-soling their 
own.” Display Plymouth Cobbler 
sets on your counter and in your 
window and watch them sell. 
Plymouth Products also include 
“Gem,” “Little Giant,” “Never 
Fail’ and “R & H” Corn Shellers 
nd “Rapid” and “Korn King” 
;rist Mills. Write for catalog 
and low prices. 


THE FATE-ROOT-HEATH CO. 
1332 High St., 
Plymouth, Ohio 




















REMCO Furniture Nails 


Display Assortment Contains: 


i 

Se MS 
VEZ é 
FE ‘ 







2 Pkg. 210 Black 

2 Pkg. 210 Tan 

! Pkg. 210 Red 

1 Pkg. 210 Brown 

1 Pkg. 210 White 

2 Pkg.210 Green 

1 Pkg. 43 Brass Pi. 

1 Pkg. 42 Brass Pi. 
! Pkg. 220 Black 

| Pkg. 220 Blue 

1 Pkg. 220 Tan 

| Pkg. 220 White 

| Pkg. 1512 Antique 
1 Pkg. No. 9 Natural 


y  Retall Price $1.40 a No. 9 Antique 
Dealer 80c. complete - 
Packs contain 50 each. Welaht 2% Ibs. Complete 


Robert E. Miller, Inc., 35 Pearl Street, New York City 
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for DIL STOVES 


HANGE BURNERS 


AN attractive, fast-moving 
item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, Inc. 
BRIDGEPORT CONN. 










‘Rar Sealoo 





HARDWARE AGE 





























CARBORUND 


UM OFFERS... 








A COMPLETE 
ABRASIVE 
LINE— 


A COMPLETE 
SERVICE— 


As every hardware man knows, The 
Carborundum Company’s line of 
products meets every abrasive need 
of the shop, farm and home—serving 
every craft—every trade. 


GRINDING WHEELS for the garage, 
repair shop, for home workshop outfits—all 
necessary sizes and grits. 

SHARPENING STONES for the carpenter, 
craftsman, householder, manual training stu- 
dent, barber—all users of edge tools. 


And added to these major products 
are valve grinding compounds, special 
stones and sticks for the woodcarver, 
the silversmith and other artisans. 


A complete line of abrasive products 
—all backed by a sales advertising 
service—window displays—counter 
displays—radio broadcasting—a 
complete cooperation with the dealer. 


SEND FOR INFORMATION 
ON DEALER SALES HELPS 


THE 


CARBORUNDUM COMPANY 


NIAGARA FALLS, N. Y. 
Canadian Carborundum Co.,Ltd.,Niagara Falls, Ont. 


Sales Offices and Warehouses in 


New York Philadelphia Cincinnati 

Chicago Cleveland Pittsburgh 

Boston Detroit Milwaukee 
Grand Rapids Toronto, Ont. 


Deutsche Carborundum Werke, Reisholz bei Dusseldorf, Germany 


Certonmou 1» acamene se) 
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THE NEW 
WINCHESTER 
REPEATER SUPER SPEED 


3-INCH 410-GAUGE SHELLS j 


Long-range, hard-hitting, non-rusting. 
Winchester Staynless primers, No. 4 style. 
Special progressive-burning powder. 34 ounce of shot 
-double the regular 410 charge. Chilled shot only— 


Super Speed red, conspicuously marked for 3-nch 
chamber only. New, attractive cartons. 


SHELLS SHOWN HALF 
ACTUAL SIZE. 
COMPARE! 


LEFT—The neu 
inch Winchester 
Repeater Super 
Speed 410-gauge. 


RIGHT—A regular 
2'4-inch 410 shell. 





SELL HAND TRAPS 
AND CLAY BIRDS 
WITH THIS GUN! 


Hand trap shooting grows in popu- 
larity. Fascinating sport. For family 
practice recommend the simple, 
easily used, inexpensive WESTERN 
HAND TRAP with WESTERN 
WHITE FLYER TARGETS, in 


easy-to-carry cartons of 135 targets. 


1, 5, 6, 714, 8, 9, 10 sizes. Shells colored Winchester § 


3-inch Shell !==— 


DOUBLE THE SHOT CHARGE! 


WINCHESTER 


TRADE MARK 


ANNOUNCES THE 
WORLD-BEATING 


ores To 1ay ae 


REP TI 
S H 


HARDWARE AGE 








